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Seek Copeland Bill Changes 


Cosmetic Counsel Asks Provision on Allergy 
Proprietary Interests Want F.T.C. Control 


by FELIX BELAIR, JR. 


ects in Congress is made uncertain by the present 

tax bill embroglio. But to readers of The AMERI- 
CAN PERFUMER, perhaps the most important of these is 
the Copeland Pure Food and Drug Bill, already passed by 
the Senate and now pending before a House Interstate 
Commerce sub-committee, of which Representative 
Chapman, Democrat of Kentucky, is chairman. 

It is the expectation of Mr. Chapman and Chairman 
Rayburn of the full Interstate Commerce Committee 
that action will be had before the end of the session 
on the bill. Hearings on the measure have been com- 
pleted and the sub-committee expects shortly to re- 
port back to the full group its recommendations, 
including a few minor amendments. 
The views of Messrs. Chapman and 
Rayburn is likewise shared by the 
House leadership but the latter say the 
bill will not be permitted to complicate 
plans for adjournment. This means 
that if the measure can be reported out 
of the full committee and brought up 
on the floor for action before Congress 
adjourns, there probably will be a 
new Food and Drug law on the statute 
books before long. It is the writer’s 
view that the bill will be passed this 
session but after observing its hazardous 
course through the Senate, he would 
not be surprised at anything. 

One important development that oc- 
curred since the subject was last treated 
in these columns was a proposal of 
W. G. Campbell of the Food and Drug 
Administration that the measure be 
amended to include “grossly deceptive” 
labeling in the category of offenses 
warranting multiple seizure of products 


T= outlook for many important legislative proj- 
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made subject to its jurisdiction. The proposed amend- 
ment would have the same force and effect of the 
Senate prohibition against products involving “im- 
minent danger to health”. 

The addition is favored by Representative Chapman 
but is objected to by two of the other four members 
of the sub-committee. Mr. Chapman’s acceptance ap- 
pears to be conditioned, moreover, on the possibility of 
writing into the bill a definition of what would con- 
stitute gross deception. Several witnesses at the recent 


hearing before the sub-committee testified that such a 
definition was impossible to draft. 
Although not without considerable opposition testi- 
(Continued on Page 306) 
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Applying the Packaging Yardstick 


by RUTH HOOPER LARISSON 


N May 1934, I discussed the outstanding packages 
which had appeared in the “New Products and Pack- 
ages” section of THE AMERICAN PERFUMER dur- 
ing 1933 and the first six months of 1934. As a 
matter of fact there was so much to be covered that 
the article became two articles, one devoted exclusively 
to perfumes which appeared in the September issue. 
Now, let’s begin where those left off and consider the 
new packages which have appeared in that department 
since then, in 1934 and up to the present in 1935. We 
have extremely few good perfume packages as com- 
pared to the former period, and only a small number 
of exceptionally good packages for other types of 
products. There have been, of course, plenty of the 
“also-ran” variety but a decided trend is indicated by 
the better packages and it is away from the usual. 
The ones which I have selected as exceptionally good 
are mostly all to be found in the illustrations accom- 
panying this article. As just stated, they are not so 
many in number but they represent a rather high 
packaging standard which I would certainly like to 
see become the rule rather than the exception in cos- 
metic merchandising. Some of these have made history 
from a sales point of view, while others are either too 
new to judge of their record or have not had a fair 
opportunity of accomplishment for their companies. 
That angle I cannot include in this story although in 
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passing I want to say this: A perfectly swell package 
on a perfectly swell product isn’t enough in these days. 
Behind the product and the package there must be a 
sound, well planned and executed merchandising cam- 
paign and fhat is a subject in itself! Just don’t expect 
the package or even the product and the package to 
carry the entire burden of success. If the product 
has already rolled up a record of achievement and the 
package is hardly worthy of it; then, be assured that a 
new, suitable and attractive package will step up the 
sales, all else being equal. Another point in this same 
connection which should be borne in mind is the lack 
of regard for the “right” package in launching a new 
product. This is particularly noticable in the case of 
new manufacturers. They seem to think that as long 
as they get their darling product on the market a few 
alibis and apologies for its home-made appearance will 
elicit only encouragement and sympathy from the 
buyers and the public. The time for them to make 
sure their package is right is before they launch it— 
before it is too late to make the necessary and often 
essential changes economically in order to put it on a 
par with competing products. 

Now to get back to our resumé of packaging dur- 
ing the last twenty months:—One of the significant 
features of this period was the large number of travel- 
ing cases and treatment outfits that appeared. Manu- 
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facturers seem to feel that it is just as easy to sell a 
group of product as one at a time. Generally they 
are right. Traveling cases seem to me to be still in 
their nursery days. They are either too large and hold 
too much or too small and hold too little! I am still 
—as one crying in the wilderness—begging for com- 
bination kits which allow the consumer to select her 
own choice of products, or which will contain assort- 
ments based on thorough research of what the average 
woman really wants in such kits. By the average 
woman, I mean average of each price group, or pur- 
chasing power group. The dollar kits are all pretty 
fine and I haven’t much complaint there. But the 
five, ten, twenty-five, fifty and up—traveling cases— 
they are the ones which fall short of what women 
would like them to be. However, the increase in cases 
on the market today indicates a trend in the right 
direction and maybe before long someone will realize 
it is important enough to do a hundred per cent, 
thorough job on it. 

Another salient feature of these past twenty months 
has been the introduction of many more products for 
men, both separate and in lines or groups. I have 
only a good word to say for thjs development because 
it is in the right direction, also, and I am sure they 
will be followed by other products aimed at a man’s 
essential needs and also at his vanities. (The only 
difference between vanity in men and in women is that 
women admit it). Beach kits and single products for 
tanning or not-tanning are growing in importance and 
have gathered considerable of the toilet goods dollars 
this summer. Several new large treatment lines were 
brought out but I think it is time to stop, look and 
listen, before launching any more of them—don’t you! 

Let’s begin with the two perfumes and the toilet 
water which I have selected for their pre-eminence in 
packaging. “Sous le Vent” by Guerlain adds one more 
land mark to their already well blazed trail of pack- 
aging. ‘Sous le Vent” is more than a product and a 
package—it is an idea crystalized into a perfume. The 
rich lush natural coloring of the Leeward Islands and 
the pungent fragrance which the breeze picks up as it 
blows over them are realistically interpreted into a 
“golden” perfume both as to odor and color and packed 
in a curiously shaped bottle which reminds one of the 
waves of the sea. The strip labels in silver and orange 
merge into the design of the bottle, and the box com- 
plements the ensemble with its golden yellow back- 
ground and silver bands decreasing in width as they 
approach the top (again the feeling of the decreasing 
waves as they approach the shore). The black letter- 
ing is simple and harmonious where it appears on the 
labels and box. The breeze by the way as it blows 
over the Leeward Islands is called ‘Sous le Vent” in 
France and this has been interpreted into ‘Southern 
Breeze” for the American trade. It’s all very lovely 
and consistent. 

“Bamboo” perfume by Weil carries you into the 
Orient. Another idea crystalized into concrete form. 
A pagoda-like box covered with smooth straw and 
capped with a lacquer red roof. Within, on a dais of 
lacquer red and black perches the again pagoda-like 
bottle capped in lacquer red. The perfume completes 
the picture with its spicy, oriental tang, light but 
with subtle, heavier undertones. The only lettering 
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appears on the box in red. Most original, smart and 
very amusing. (Incidently these two packages are just 
the type of thing we need—idea expressed in products, 
not merely products for which someone has to manu- 
facture second rate ideas.) 

Lucien Lelong’s “French Lavender” is the third selec- 
tion for this group and gives a most delightful varia- 
tion of the bottle now sacred to Lelong. This time 
the bottle is frosted, segmented into squares with a 
star, unfrosted, in each square.. The long graceful neck 
carries a modified spiral design and the stopper spreads 
out fan shape. The silver and black label hugs the 
neck of the bottle just below the ring and the bottle is 
secured to its box in the small size by a lavender ribbon 
but stands upright with a decorative tassel in the larger 
size. The box itself follows the design motif of the 
bottle with its tiny silver stars and silver band nicely 
placed. The general coloring effect is like a soft pinkish 
glow rather than a strong definite color. I wonder 
what their next variation of the sphere-and-column 
bottle will be! 

Another package worthy of this select group is 
Lentheric’s plastic shaving bowl. Molded of a high 
grade ivory plastic with the exquisite finishing which 
is a feature of the better molded products; the cake, 
hemisphere, sits down deep into the square shell. The 
cover is set in, and on the oblong knob by which it is 
removed, is the familiar monogram in three fine lines. 
I have a hunch wives are snitching this for a powder 
box and replacing it with an entire new package and 
not just a refill! Its a regal salute to the masculine 
trade and is, by its sales record, encouraging the gentry 
to be a bit more fastidious in their shaving accessories. 
They, too, like to trade up when given a legitimate 
reason! 

Here’s a package that delights me! ‘“Sofskin” by 
Glessner. It is an excellent hand cream of a very 
“whipped cream” appearance and packed in two sizes. 
The squat jar of flint is well decorated in a dull black 
which gives the impression that the color is not just an 
appliqué after thought. The metal screw cap which 
fits the shoulder exactly is decorated with a round gold 
label, balancing the strip label around the jar and both 
printed in black with a minimum of lettering and a 
maximum of effect. A very smart package. 

Lucien Lelong’s “Guest Powder” outfit also belongs 
in this group of exceptional packages. In light beige, 
lettered in brown and decorated with a wide brown 
ribbon, the top lifts off disclosing six miniature powder 
boxes, each covered, and each a different shade of 
powder, and a larger box in the center packed with 
four shades of wool puffs. It answers a very urgent 
need on the dressing table when guests start looking 
for powder. Handsomely and simply packed, smart 
and very practical. Incidently, the color scheme is suf- 
ficiently neutral so that it cannot clash with any dress- 
ing table ensemble. 

Speaking of face powder packaging, take a look at 
the Krank “Poudré” box illustrated. A heavy, well 
made paper box, the base edged in silver and the top 
covered with a rich white paper simulating pig skin, 
is trimmed in a rich shade of pink with the traditional 
tardemark of a woman’s profile. Around the top of 
the cover is a raised silver ring which adds attractive- 
ness and swank to the otherwise austerity of the box. 
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It’s the little touches like this that give a simple pack- 
age distinction. And simple packaging is an art far 
more difficult to master than the extravagantly and 
elaborately designed packages. On the base of the box 
it says “The raised inner edge—exclusive Krank fea- 
ture, prevents spilling and provides room for the powder 
puff”. Here, you see is a definite improvement which 
some one has been smart enough to think out and 
incorporate, adding a touch of convenience to a face 
powder box which most manufacturers would just take 
for granted was good enough as it stood. 

Now we come to London House’s “Devon Milk Pre- 
facial” (why “pre” I can’t imagine for it is supposed 
to be the facial and not merely a step prior to a facial). 
The traveling kit is a silvery, green silk, lined with 
gum rubber and opens up from two snaps showing 
its two inner compartments. One is for the facial 
brush and the other holds the white plastic soap con- 
tainer. The cover is topped with a spherical green 
knob. Soap refills are available but I'll wager the 
brush will last forever—or almost-ever! It is a very 
practical and economical outfit. Naturally when one 
isn’t traveling the soap and brush can stand on the 
bathroom shelf, and when traveling the case takes up 
very little more space than the products themselves 
and certainly provides a safe, dry carrier for them. 
Altogether it is an interesting innovation for the daily 
complexion cleanup. 

Last, but not least in this group are two of the 
“Drumstick” products by Charbert, the bath powder 
and lipstick. The powder box in heavy paper is a per- 
fect replica of a drum in red, white and blue, even to 
the cording and the smart, little eyelets through which 
it is run. The lipstick, on a swivel base, follows the 
novel idea exactly and is a most amusing gadget. 


272 August, 1935 












































Another group which belongs in this selection you 
will see illustrated in the new products and packages 
section on page 275, the rouge and lipsticks by Weil. 
The rouge container, hollowed out of American wal- 
nut, dull polished, has a metal label, tiny and incon- 
spicuous, and is capped with a nicely designed brass 
top. One of the lipsticks is also of American walnut, 
on a swivel base, and the other for evening use is very 
snooty in its ebony case rimmed at the base with rhine- 
stones. Hurray for new material in packaging! | 
take pleasure in pronouncing an official welcome as well 
as an invitation to other not-now-used materials to 
join up with the toilet goods industry! 

I think it is worth stopping to consider that these 
few packages just described are not merely “another 
package for another product”. They represent the 
highest standard we have yet reached in modern toilet 
goods packaging and I want you to notice that none 
of them employ tricky “modernistic” motifs either in 
design, shape or decoration. They are all sound, prac- 
tical packages; each one offering the consumer the 
utmost in its own price group and none of them giv- 
ing the impression of being “tossed out” merely for 
the “‘shekels” it may roll up, nor appearing as an imi- 
tation of some one’s else package. Let’s have more 
equally fine packages. 

Cosmetics are under the severest scrutiny of the con- 
sumer these days. The number of items that come 
and go without so much as a farewell wave of the 
hand should drive home to everyone in the business 
the vital importance of both product and package im- 
provements. If you want your own darlings to stand 
the gaff of present day competition and still be hale and 


(Continued on Page 288) 
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Tax Measure Delays Congress 


Close of Session After Agreement on 
Conference Report Holds Up 
Other Measures 


ASHINGTON, Aug. 11.—If it does nothing 

else, the legislation growing out of President 

Roosevelt’s suggestions on wealth-sharing and 
taxation reform, proves the danger of Congress remain- 
ing too long in session. Born of political expediency 
and carried along by a desire on the part of Congress 
to pass some kind of tax bill and get home for political 
fence-mending, the pending measure is admitted on all 
sides to be anything but a revenue bill. The bill has 
passed both houses and is now in conference. 

Although it is impossible at this time to predict with 
accuracy what the provisions of the measure ultimately 
will be, certain of them stand out as practically sure 
of enactment. It is on these provisions that the House 
and Senate are in accord. 

First is the “principle” at least, of a graduated cor- 
porate income tax. The House Ways and Means Com- 
mittees provided for a graduated tax of 13/4 per cent 
on net incomes of $15,000 and less and of 141% per 
cent on net incomes in excess of that figure. The 
Senate Finance Committee has approved rates ranging 
from 12% per cent to 15'% per cent. The President, 
it will be recalled, suggested a graduation of from 10% 
per cent to 1644 per cent. The graduation adopted 
by the committees is calculated to raise additional rev- 
enue. 

An excess profits tax, in some form, also is expected 
to be adopted by the Congress following out the action 
of the two Committees. The House provisions, by 
which “excess” earnings were to be taxed at rates vary- 
ing from § to 20 per cent and the excess defined as 
anything over 8 per cent on invested capital, already 
have been toned down by the Senate Committee. The 
latter group redefined the excess to mean net earnings 
over 10 per cent, fixed the initial tax at 6 per cent 
and the maximum at 12 per cent. 

Business men of today will find it difficult to be- 
come enthusiastic over an excess profits tax of any 
amount but at least the Senate Committee’s version of 
what should be considered excess profits is more wel- 
come than that of the House. 

One of the strangest things about this provision of 
the bill, if one is any more unfathomable than another, 
is that it was not suggested, even by President Roose- 
velt, it was condemned by the Treasury and organized 
business through the Chamber of Commerce of the 


The rapid development of plans for adjourn- 
ment does not affect the tax bill situation. It is 
“must” legislation. It will, however, very prob- 
ably prevent enactment of the Copeland Food 
and Drug Bill_—EDITOR. 
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United States and the National Association of Manu- 
facturers, but found its way into the measure just the 
same. There is reason to believe, too, that the com- 
mittees in accepting the idea, ignored the counsel of 
their own revenue experts. 

This is one indication of the dangers involved in a 
Congress remaining too long in session. Although per- 
haps somewhat more surprising, it is also true that the 
Administration never honestly intended that there be 
any revenue legislation this session. The President’s 
message was received as was the message on social and 
economic security a year earlier as a reminder to the 
Congress that more revenue eventually had to be pro- 
vided and that there was no time like the present to 
begin thinking about it. But to think about it and 
to attempt to write an equitable tax measure at the 
height of Washington’s torrid summer, are two different 
things. 

Political Aspects 


The tax message also was interpreted as having an- 
other purpose—to head off the more radical wealth- 
sharing schemes of Huey Long and others of his ilk. 
But it so happened that the message arrived while the 
Senate was still considering the resolution to extend the 
“nuisance” taxes that were to expire on June 30. The 
message was seized upon by Senator LaFollette and 
twenty-one other members as a vehicle for carrying out 
their own ideas on the dire need of increased revenues 
for Federal emergency spending. The result was that 
administration leaders in the Senate were forced into 
a bargain with the LaFollette group that pledged them 
to hold Congress in session until a revenue bill was 
passed. In return for this the progressives were to per- 
mit the nuisance tax resolution to be passed unamended. 

Thus began a series of connected events, the most 
recent of which resulted from the changes ordered in 
the House tax bill by the Senate Finance and the last 
of which has yet to be recorded. Although it was not 
generally known, Democratic and Republican leaders 
in the Senate had agreed to few days before the changes 
in the bill were made that Congress would stand ad- 
journed on Aug. 18. Of course when the bill came 
out of the committee in a form radically different from 
that proposed by the House committee, these plans were 
knocked into a cocked hat. 

This set the probable adjournment date back to Sept. 
1. Leaders now say for publication that they hope to 
get away by Aug. 24. The highest authorities on both 
sides of the Capitol concede privately, however, that 
the former date is the more likely. Even this would 
necessitate rushing the tax measure through the Senate 

(Continued on Page 311) 
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New Products and 


Lentheric is the first on the market with special combina- 
tions and new items for the holiday trade. At the left is 
one of the new sets, a bottle of “Tweed” perfume and the 
scented Cologne of the same odor. 


Below are shown latest developments in packaging for the 
Harriet Hubbard Ayer line. The face powder boxes at the 
left have all been modernized and simplified. “ Ayeristocrat” 
and “Harriet Hubbard Ayer” are still in pure white boxes 
but the new ones are in deep ivory, lettered and decorated in 
5 gold. The new sun cream has an interesting closure of en- 
‘ tirely new design. 





CREAM 


HAPRIET HUBBARD 
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d | Packages 


Caron’s new perfume, “Fleurs 
de Rocaille” follows its name 
by reproducing the light and 
fresh scent associated with the 
rock garden. It is distinctively 
— in odor appeal and 
pack Raging. 


Parfums Weil has added a new “sport 
size” to its line of “Zibeline” perfumes. 
Also in the same line are walnut lip- 
stick and rouge container and an ebony 
and rhinestone lipstick, both of natural 





wood and very unusual. 

Read Drug & Chemical Co., has added 
a “Honey Cream” to its “Betty Eliza- 
beth” line. The attractive jar is shown 
at the lower right. 


New Canadian packages are the plas- 
powder box and paste rouge con- 
tainer of Frances Woods Products, To- 
ronto. They are in green and black 
combination. Photographs courtesy Gen- 
eral Plastics, Inc. 





Additional new packages will be found on 
pages 282 and 283. 





The American Perfumer August, 1935 275 





Loneliness On the Road 


by JANE HOWLAND 


Important Trifles 


This unusual article was prepared from 
the author’s actual experience in the field 
and presents a plea to manufacturers which 
can scarcely be ignored. To many it may 
seem a matter of minor importance at best 


and one hardly worth the attention of the 
sales or even the personnel executive. But 
the effect upon the business of a tired and 
lonely employee, far from home and friends, 
can not be overlooked. It may indeed be a 
trifling matter but trifles make the sum of 
life as seconds make the year.—EDITOR. 








© Ewing Galloway 
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OW many of you business executives—unless 

you came up from the ranks of travelling sales- 

men yourselves—realize, from a social stand- 
point, what a very lonely life the travelling represen- 
tative leads? 

I can fairly hear your exclamation—“Lonely! Why, 
their lives are packed full of new thrills, new scenes, 
new contacts, new friends! What d’you mean lonely?” 

In a sense you are perfectly right in your viewpoint, 
BUT—unless the representative travels the same route 
over and over again, and is of the type who, apart 
from her business contacts, makes personal friends 
readily, and even so, her life is really a “ships that pass 
in the night” kind. A round of continual jumping 
off and on trains or planes, to plunge at once into busi- 
ness, and evenings spent in writing up reports which may 
either have to be sent in daily, or 
each day’s activities recorded as it 
passes, to be incorporated into a 
weekly report to be sent in each 
Saturday night. 

Travelling in even the most 
luxurious fashion is never as rest- 
ful as being able to sit at night 
beside one’s own fireside. On the 
road one must be continually on 
one’s toes mentally, the brain rac- 
ing to sense, to be one lap ahead 
of the buyer’s, the other store ex- 
ecutives’, the sales people, the re- 
tail customer’s trend of thought, 
and to say exactly the right word at 
the most opportune moment. One 
must straighten out problems, 
petty jealousies, wounded feelings, 
a thousand and one little things 
that may never come to the atten- 
tion of the firm one represents. It 
is a case of give, give, give, all 
day and every day, mentally, spir- 
itually, physically. 

The proper type of travelling 
representative never discusses her- 
self, or personal affairs with any 
of the store personnel, it being far 
better policy to encourage them 
to talk about their store prob- 
lems, as it enables the representative 
to get an intimate mental picture 
of the set up, a better chance to 
put one’s finger on some obscure 
factor which may be the direct 
cause of why the Blank Store has 
been acting in a rather cool fash- 
ion toward the products the manu- 
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facturer has to offer to the store’s customers. 

The business day over, the travelling representative 
goes back to her hotel room to bathe, dress, and maybe 
to relax for, well, just a few moments before it is time 
to take a buyer out to dinner, or the theatre, or per- 
haps to attend a group party and a demonstration, or 
give a pep talk to the group for a particular store, with 
the same thing to go through on another account in 
the same city on the following evening. After that 
reports must be written, of course. A travelling repre- 
sentative’s day is likely to run from eight in the morn- 
ing to midnight, six nights out of the week, and after 
the work is over to “have to jump a sleeper” at the 
end of it, in order to be at the next city for Monday’s 
meeting. 

Many a firm sends its representatives out for from 
three to six months, or for even longer periods of time 
before they return to the home office. 

Travelling men get lonely too, but it is easier for 
them to manage a chance acquaintanceship than it is for 
women, and, being a woman, it is her problem of lonli- 
ness I am discussing here. 

If she can budget her time well, when there are no 
evening sessions of a business nature, she may get 
through her day’s work, expense sheet and report in 
time to take in an occasional movie, theatre or con- 
cert for relaxation, or she can sit in her hotel room 
and read. If she is continually travelling a new cir- 
cuit she generally has only herself for company in these 
little pleasures, for she may not know anyone in the 
city in which she finds herself, and the people she has 
met during the course of her daily job have their own 
homes and interests. One needs friends to talk with 
during one’s hours of relaxation, and this is one of 
the hardest battles the travelling representive has to 
fight. 

Yes, the “front line trench” workers do have an 
interesting, but a—I repeat!—lonely life. After all 
we are all human, and our social needs must be met, 
and some sort of normal balance preserved, if one’s 
efforts are to be rewarded with maximum results. 

Many times I have heard executives say, “I sent 
a letter to Miss Traveller the other day, suggesting 
some changes, and checking her management of such 
and such an account, and I got back such an explo- 
sive reply that I think we will have to replace her. 
She seems to think herself indispensable to us; seems 
to think she is the last word on conditions there. Too 
bad; she’s a clever girl and has done some fine work 
for us.” 

Quite so, Mr. Executive, you may be right; it has 
happened before, but hold on a minute! Have you 
been visiting that account recently? Do you know 
the exact conditions there mow? You admit Miss 
Traveller is clever, or of course you wouldn’t have 
sent her out to represent you. Isn’t it fair to assume 
that she may know more about that particular 
account than you do? As to the “explosive reply” 
how long has that girl been out on the road, 
on this trip? Is it one she has covered before, 
or is it new territory? Has she been made to 
feel that she is being paid to be just one more cog 
in an immense machine, or have you occasionally sent 
her an encouraging letter, commending her for some 
especially good bit of work? Or have ALL your let- 
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ters been of a destructive rather than of a con- 
structive nature? When you’ve sent them, have 
you visualized the consequent phychological effect of 
them upon her, and upon her work, as the result of 
them? Or have you just sent them out as part of the 
daily routine, without any thought about the receiving 
end of them at all? Answer these questions honestl) 
and you'll probably find the answer to the problem 
of why Miss Traveller suddenly seemed to go hay- 
wire! 

listen to her side of it! She has been 
out on the road for many months, and your letter 
came at the end of a particularly trying day, during 
which she had gone out of her way in innumerable 
ways to straighten out a difficult situation in the store 
where she was working, to promote good will for the 
firm, to smooth out ruffled dispositions, and tired and 
depleted mentally, spiritually and physically, her per- 
fectly natural reaction was indignation, bitterness and 
hurt ego. You’d have felt the same way in her 
place, and you hadn’t the facts at hand, regard- 
ing that store, but she had. To quote her own 
words, “So this is what I get for working my head 
off, taking pains with my work, handling a nasty 
mess intelligently—just a plain bawling out when 
the man is entirely ignorant of what is going on 
out here! Well, by golly, I'll ¢ell him right 
now!” 

Think it over, Mr. Executive, did you size up that 
girl and the account you wrote about correctly? Or 
didn’t you attempt to analyze it and her at all? And 
if you didn’t, do you think you were being quite 
fair? I’m just asking, you know! 

Your reply may be that you “don’t believe in molly- 
coddling,” and neither do I, nor do the really ade- 
quate workers on the road. They are adults, they 
understand life, business principles, their lot in travel- 
ling, and their loneliness, fairly well. They are glad 
to get back to the home office always, but eager to 
go out again to do a job well, when you send them. 
But if the girl who wrote that letter to you had had 
a good night’s rest before she did it, and hadn’t been 
so lonely for such a long time, she’d never have 
written it, of course, and bitterly regretted it after- 
ward. I know, because she told me so! 


And now 


To illustrate the point of loneliness still further, I 
was talking with another road representative recently, 
who had been in a foreign country. This meant that 
all business was conducted in the language of the 
country, and in still others, because many people came 
into the stores who were from various European coun- 
tries. To relate her story in her own words—‘I had 
been on the road for four months, when Easter came. 
On that morning I was so lonesome I thought I’d die. 
I had had no letters from the firm but dictatorial ones, 
not a personal note struck in any one of them. I rang 
for the maid to bring me my breakfast and when it 
came to my room, on the tray was an Easter nest with 
colored eggs in it, and a chocolate hen sitting on it! 
I wept all the time I was looking at the evidence of 
kindness and while I was eating the delicious break- 
fast. You see, it was a small hotel, and the woman 
who owned it had set my tray herself. She knew I 
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Depilatory Developments 





An Account of Recent Progress in the United Kingdom 


by HENRY LEE-CHARLTON 


S the well-informed chemist and manufacturer 

will doubtless concede, the production of a really 

useful and practical depilatory is one of the 
most difficult problems in the whole gamut of cosmetic 
technology. Of recent months, there has been a good 
deal of discussion and argument carried on among 
English authorities, as to the ideal form that a depila- 
tory should take, and the best means of solving the 
various problems that arise in the manufacture of de- 
pilatories. 

Let us then, in the first place, survey the general 
situation. In Europe, as in the United States, the past 
decade has witnessed an enormous expansion in the 
manufacture and sale of cosmetics generally. In- 
numerable toilet and beauty products have stepped for- 
ward, that hitherto were unknown, and by now have 
become firmly established favorites. During this ex- 
tremely regenerative period, quite a number of new 
depilatories have been introduced—but of them all, 
how many still remain? 

Depilatory production, very obviously, is not for the 
tyro. Poisoning and disfiguring propensities are all too 
likely to occur unless great care is taken in formulation. 
Evil-smelling mixtures are also easy to produce, to say 
nothing of pastes that set hard like cement, or “creams” 
that turn out the color of verdigris! 

A side-glance at the recent history of the subject 
is apt to prove enlightening. Soon after the advent 
of the sleeveless frock, depilatories in powder form 
made their primary appearance (on a modern com- 
mercial scale, of course. Even in ancient times, such 
powders as the oriental rhusma were well known and 
widely employed). These powder depilatories were 
mostly made of barium sulfide, in association with talc, 
starch, and zinc oxide. Most of the troubles that 
manufacturers and users had to contend with in these 
products were due to the razor-like edges of the me- 
tallic powder coming into contact with the skin, caus- 
ing a certain amount of abrasion that was further in- 
flamed by the keratolytic action of the active ingredi- 
ents. 

After the powders came the liquids, which consisted, 
at first, merely of decanted solutions of barium or 
sodium sulfide. Skin protectors (cellulose acetate 
preparations designed to protect the skin from the 
irritating effect of the sulfide) soon followed. Then 
—with almost immediate success, appeared on the 
American market a cream depilatory—an innovation 
that was promptly copied by manufacturers in England. 
Cream depilatories, first contained in glass-stoppered 
bottles, were later packed in collapsible tubes. Owing 
to their convenience and ease of handling, these have 
since set the pace for all other depilating preparations. 

The outstanding difference between American and 
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English formulae should here be noted. Barium sulfide, 
being on the U. K. Poisons Schedule, should on no 
account be incorporated, either by English or foreign 
manufacturers, in products intended for sale in the 
United Kingdom. In effect, all such products are 
prohibited by law in hairdressers’ establishments and 
department stores, and may be sold only by registered 
members of the Pharmaceutical Society—and even then, 
only after the poison content has been clearly stated 
on both tube and carton. The prohibition in this par- 
ticular instance is, I think, a mistaken one—when one 
considers that some very satisfactory depilatories have 
been manufactured—and are still being manufactured, 
in the U. S. A.—utilizing barium sulfide as the active 
ingredient. 


Types and Suggestions 


Any discussion of depilatory merchandising should 
take into account the four main types, i.e., liquid, 
powder, paste and wax. The first three of these are 
usually founded on a basis with marked chemical kera- 
tolytic action, while the last-named—quite a popular 
line in Europe, for beauty parlor usage—is probably the 
next best mechanical depilatory to the ordinary razor 
blade. Of the rest, pastes and liquids are by far the 
most popular—more especially pastes, owing to the 
difficulty of applying a liquid of any kind to such 
awkwardly-placed hair as the axillary tuft under the 
armpits. 

Powders are the simplest depilatories of all, from the 
point of view of the compounder. They consist, in 
practice, of the carefully-sieved depilating agent (bar- 
ium or strontium sulfide) admixed with suitable pro- 
portions of corn or potato starch and talc. Zinc oxide 
is a constituent that is also occasionally included. 

Before proceeding farther, it might be as well to 
note that barium, calcium, sodium and strontium sul- 
fides are the only keratolytics in common usage. The 
sodium salt is useful only in liquid depilatories, owing to 
its extremely irritant properties and its instability. 
Thallium acetate (which is not, of course, a keratolytic 
at all) has already been exposed to such an extent, both 
sides of the Atlantic, that further comments upon its 
use are superfluous. It should be sufficient for manu- 
facturers to realize that this particular body is a dan- 
gerous poison, only slightly less toxic than arsenic. 
One of the symptoms of thallium poisoning is partial 
or total loss of hair. As pointed out by Frank Atkins, 
B.Sc., one of the leading English authorities, “It is 
clear that its mode of action differs fundamentally 
from that of the sulfide depilatories, which actually 
attack and gelatinize hair from without. Operating 
through the blood stream and tissues, thallium in some 


The American Perfumer 




















































way not completely understood, causes the hair to 
fall out from within.” 

Coming now to liquid depilatories, these can be 
made by dissolving 1.5 to 2 parts of sodium sulfide in 
water, and then adding perfume, dissolved in a little 
alcohol. Glycerine is sometimes added to ameriorate 
the irritation; while small quantities of starch or gly- 
cerite of starch may be incorporated to increase the 
viscosity—and consequently, the applicability—of the 
final product. 

In practice, I agree with Cerbelaud that the simpler 
the depilatory the better. An excellent article, for 
example, may be produced by adding 6 to 8 per cent 
of barium sulfide to water, shaking vigorously, and then 
decanting. To this solution may then be added not 
more than 10 per cent of glycerine and a trace or so 
of menthol. 

Depilatories in paste form, besides being the most 
popular, are also the most difficult to manufacture. 
To the chemist this will be obvious, as the “thicken- 
ers” used must always exert a certain diluting and 
buffering effect upon the active ingredients. 

A perfect cream depilatory, as most manufacturers 
will agree, would be one to combine an efficient and 
rapid removal of hair with non-irritant and clean- 
smelling properties, and an ability to keep of the right 
consistency over a fairly long period of time. 

That this ideal is still far from fulfilment, I am 
only too well aware, but in spite of the various draw- 
backs it is really quite possible to produce a depilatory 
that will perform satisfactorily and create sales—pro- 
vided that every one of the problems involved is dealt 
with to the best of the manufacturer’s ability. 

Leaving barium sulfide aside for the moment, we are 
left with only strontium and calcium sulfides as our 
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depilating agents. Strontium has the advantage, when 
used in conjunction with certain vehicles, of producing 
a white cream, whereas calcium is very liable to give 
anything from a pale greeny-blue tint to one of darker 
hue. On the other hand, strontium preparations have 
been proved by experience to be less stable than the 
calcium type. 

My own personal belief and experience is that, both 
from an efficiency and a costing standpoint, the finest 
type of cream depilatory obtainable is that produced 
by passing a current of hydrogen sulfide gas into milk 
slaked lime and water. Points worth 
noting, in this connection, are as follows: 


of lime, ice., 


(1) Purchase only slaked lime that can be passed 
through a 240 mesh and see, also, that is is 
quite free from traces of iron. The latter has 
been revealed as an occasional cause of the un- 
desirable green hue of the finished product. 
Pass the hydrogen sulfide gas through hydro- 
chloric acid, water, and loosely-packed cellu- 
lose wadding, consecutively, before bubbling it 
into the milk of lime. This also tends to im- 
prove the color. 


— 
Nm 
— 


(3) It will be found that the hydrogen sulfide is 
evolved more quickly in warm weather. Heat 
control is therefore essential. In addition, the 
atmosphere during the whole operation is cer- 
tain to be rather unpleasant, and for this rea- 
son the production room should be isolated, 
preferably at the top of the building. 

(4) A most important point is that all working 
parts of whisks, filling machines, etc., should 
be heavily tinned or, wherever possible, glass- 

(Continued on Page 310) 
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by RALPH H. AUCH, A.B., Ch.E. 


r | HE optimum type of agitation for liquids depends 
upon their physical and chemical properties and 
the quantities to be mixed. These properties 

which must be considered in order to select the proper 
agitating equipment are: viscosity; specific gravity; 
miscibility if two or more liquids are to be mixed; rate 
of solution if a solid is to be dissolved; volatility; and 
tendency to foam. The latter property may easily be 
overlooked and much trouble will result. 

There are only two sources from which a foam can 
be produced in a liquid; namely, the inclusion of air 
at the surface of the liquid and the evolution of a gas 
within the body of the liquid itself. Since the latter 
possibility is quite remote, the important point to con- 
sider when agitating a liquid which has a tendency to 
foam is to prevent too violent agitation of the surface. 

The trouble likely to be encountered by incorporating 
air in a liquid, having a tendency to foam, can be 
clearly illustrated by using hand lotion as an example. 
If air has been incorporated in a batch of hand lotion 
before the batch is diluted to the required volume, 
there are two probable sources of difficulty. The air 
may rise to the top of the batch before it is filled into 
containers with a resultant shortage in the number of 
containers produced and an undesirable, high concen- 
tration in the bottle lotion. The air may rise to the 
top after the batch has been filled into the containers 
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Equipment for Liquids 
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with a resultant shortage of the quantity in the con- 
tainers; i.e., too low a liquid level. 

For highly volatile liquids, the optimum agitation 
will be the minimum amount which is consistent with 
thorough mixing if the agitation be accomplished in 
open vessels. The properties of high viscosity, high 
specific gravity, and difficult miscibility or any com- 
bination of these properties require rather violent 
agitation. 

Take for example the agitation of brilliantine con- 
taining chiefly alcohol and mineral oil. Both liquids 
have comparatively low densities but alcohol is a mobile 
liquid while mineral oil has a comparatively high viscos- 
ity. The mixing of alcohol and glycerin requires rather 
violent agitation because glycerin is comparatively 
viscuous, has a high density, and is difficultly miscible 
with alcohol. 

When a solid is to be dissolved in a liquid the impor- 
tant consideration is to have the liquid in motion over 
the solid particles. At the same time the degree of 
agitation required will depend upon the properties 
enumerated above. For example, the dissolving of 


borax in water when making cold cream will require 
much more violent agitation than the incorporation of 
the borax solution in the mixture of oils and fats since 
the occlusion of air in the cold cream would be very 
objectionable. 


A discussion of agita- 
tion in plant moderniza- 
tion justifies a few words 
about the _ incorporation 
of gums since the process 
is essentially one of agi- 
tation. There are two 
well known and_ widely 
used methods of  incor- 
porating gums in_ liquids 
in which they will swell. 
The most convenient 
method is to first 
formly suspend the gums 
in a liquid such as alco- 
hol, glycerin, or mineral 
oil in which the gums do 
not swell. Then run the 
suspension into the liquid 
in which the gums will 
swell at a rather slow rate 
while the latter liquid is 
being properly agitated. 
The other method which 
can be used with equal 
success is to put the dry 
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View or WORKING 
Parts OF TILTING 
MIXER. COURTESY 
OF PFAUDLER Co. 


gum into a change can mixer, start the agitation 
and slowly add the liquid in which the gum will 
swell, allowing the gum to work up into a very 
thick mass. The thick mass can be thinned down 
to such a consistency that the entire mass can be 
dumped into the remainder of the liquid in another 
vessel and with proper agitation a very uniform incor- 
poration will be obtained. 

A most important consideration in the proper agi- 
tation of liquids is the quantity to be handled. Some 
vessels with built in agitators running at constant speed 
will satisfactorily mix a batch if the vessel is filled. 
If a smaller batch is made so that the vessel is only 
half filled however, the agitation may be entirely too 
violent if the liquid being mixed has a tendency to pro- 
duce foam. Or the converse may be true in the same 
vessel in the case of liquids which are difficult to mix 
such as alcohol and glycerin. That is, the agitation 
may be adequate if the vessel is half full, but insufficient 
if it is brim full. 


Factors in Selecting Liquid Mixers 


Before discussing the various types of agitating equip- 
ment, it is well to enumerate the economic factors 
which should be considered in selecting the most de- 
sirable equipment. Two factors, degree or intensity 
of agitation and quantity to be agitated, have already 
been covered in the discussion on the properties of 
liquids. The others are the economic factors such as 
portability, flexibilicy, and power required. If all of 
these factors are properly balanced the investment in 
equipment will be kept to a minimum. 

A comparatively small amount of power is required 
to agitate liquids, that is, much less is required for 
liquids than for creams, powders, and pastes. For this 
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reason, agitators driven by line shafts with belts and 
tight and loose pulleys will require the least initial 
investment. Agitators driven in this manner run at 
constant speed. They can be made more flexible, that 
is, they can be made applicable to a wider range of 
products by changing the size of the driving pulley. 
A more convenient method of changing the speed in 
order to obtain flexibility is the installation of a variable 
speed pulley unit. Agitators driven by direct connected 
motors may be made flexible of course, by changing the 
speeds of the motors. 

The factor of portability is very closely connected 
with flexibility for in one sense they are synonymous. 
If agitators are portable, even though they can not 
be used for a very wide range of products, they have a 
decided economic advantage in saving investment in 
equipment. They can be both portable and flexible if 
properly constructed. 


Types of Liquid Mixers 


There is a lack of definite terminology for liquia 
mixers but they may be classified according to their 
mechanical construction. The oldest type is the built 
in horizontal or verticle agitator with flat paddles with 
either belt drives or individual drives. These are built 
with the paddles traveling in the same direction or 
counter-current and are used on some of the newer 
equipment. They are driven at comparatively slow 
speeds and are especially suitable for liquids which are 
foam producing. 

A more recent type of agitator is equipped with 
propeller blades. This design is used extensively for 
portable equipment. It consists of a motor, an adjust- 

(Continued on Page 307) 
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Dodina Laboratories have two new products, a 
Plastic Masque” and an “Overnight Cream”. Jars 
of this line are uniform in design, and labels giving 
name of product and directions for use are on the 
bottom of the jars. Labels are white on black and 
closures are glossy black metal. 











A new luxurious vanity kit by D. Lisner & 
Co., is shown at the left. Photograph courtes) 
Bakelite Corp. 


Coty’s new “Air Spun” powder said to be made 
by an entirely new process has a new box also. 
The base is plastic and very ingeniously con- 
structed for assembly. The box itself is covered 
with transparent cellulose. 


Sensation Cosmetic Co., offers “Raydence” an 
entirely new product which acts as astringent, 
powder base and powder. Bottles are opaque with 
silver and black labels and caps. 
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Tourneur 
ucts has designed three new 
items for the bath, and eau 
de Cologne, eau de lavande, 
and a dusting powder. 


Dorothy Gray liquid preparations now appear in ver) 
handsome dress. Bottles are of clear glass and closures 
are of plastic with the initials “D.G.” debossed. Both 
closures and labels are deep blue with copy and designs 
in white. Photograph courtesy of Armstrong Cork 


Products Co. 
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Other New Products and Packages on Pages 274 and 275 


Pinaud’s new gift offer, shown below, 
consists of a special eight ounce bottle of 
"Eau de Quinine” and a hard rubber 
comb offered in combination at a re- 


duced price. 
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Editorii 


The Copeland Bill 

LONG with many in the industry, we believe that 

the Copeland Food and Drugs Bill would be ma- 
terially improved from the standpoint of the cosmetic 
industry by the inclusion of an exemption from the 
penalties in cases where personal idiosyncracies, or al- 
lergic reactions to certain substances or products can 
be proven. We are glad that this point was brought 
up at the House committee hearings and hope that 
appropriate action will be taken. 

At the same time we must confess to a distinct 
measure of disappointment in statements made by 
counsel for the Toilet Goods Association. Such state- 
ments as were reported in the daily press give a de- 
cidedly wrong impression of the aims and attitude of 
the industry toward the bill. Counsel should remember 
that this industry decidedly does mot believe that 
enforcement of the bill in its present form, and even 
without the desirable “allergy amendment,” would put 
“every cosmetic off the market.” Such a statement 
is in line with the most rabid outpourings of the pack- 
aged medicine group. It does not in the least repre- 
sent the sentiment of the toilet preparations industry. 

This industry has enjoyed an enviable position 
throughout the consideration of amendments to the 
Food and Drugs Act during the last two years. It is 
hardly going too far to say that its stand at the outset 
was the only constructive one advanced by any of the 
affected industries. It has consistently maintained a 
position which has brought respect from the legislators 


who have had the bill in hand. 


dustry, who in the main made an excellent presenta- 


Counsel for the in- 


tion, should have known that the one questionable 
statement in his presentation, the one sensational sen- 
tence in the whole fine work, would be the one selected 
for public consumption through the daily press. 

This bill can be improved by the suggested amend- 
ment but it is by no means a bad or a dangerous bill 
without it. Certainly, it will not result in putting any 
legitimate product “off the market.” Best information 
now is that it will probably not be passed at this session 
and we may face the danger and difficulty of combat- 
We hope 


the industry will be a bit more cautious in its sug- 


ting a more radical measure next year. 


gestions for improvements then. We cannot afford to 
ruin our excellent record for sane and constructive work 
on Food and Drugs Act revision. 


284 August, 1935 





































als 


Read the Headlines 


CHECK of the sentiment of the toilet prepara- 

tions industry during the last few weeks discloses 
a feeling of discouragement with current business con- 
ditions in the field, strangely at variance with usually 
accepted business indicators. There is a feeling in 
many quarters that Summer business has not been what 
it should have been and that prospects for the Fall 
and Winter are not as bright as they might be. 

In part, this is doubtless engendered by reports from 
the department store trade which, while they show 
sharp gains in general store business, disclose that busi- 
ness in the particular departments devoted to toiletries 
is, if anything, a shade below that of last year. In 
part, it may also be due to the let down after the 
excellent holiday and Winter trade which brought 
manufacturers hopes to the skies. 

It is obvious, however, that manufacturers of toilet 
preparations cannot reasonably expect their departments 
to continue far ahead of all other departments in the 
stores indefinitely. There is no reason why post de- 
pression business in toilet goods should show a higher 
sales ratio than post depression business in textiles, for 
example. And it must be remembered that throughout 
the depression, business in toiletries has run steadily 
from 15 per cent to 35 per cent ahead of general store 
trade. that the 
really abnormal holiday trade of last year represents a 


Nor is there any reason to expect 


new “normal” for cosmetic sales and will continue 
forever. 

Those in our industry who are inclined to be pessi- 
mistic over the outlook ought to read financial page 
headlines for a few days. For example, from a single 
issue of one of the New York dailies: “Quarterly Earn- 
ings Best Since 1931”, ‘Machine Tool Orders Up 47 
Per Cent”, “July Department Store Sales Increase 14 
Per Cent”, “General Motors to Spend $50,000,000”. 
Every day now news of a similar encouraging character 
appears and there are almost no unfavorable factors. 
May we suggest a holiday in reading of “Editorial” 
pages, and an intensive study of the financial news 
headlines? The effect on morale will be amazing. 

It is our opinion that we are out of the depression 
although many of us probably do not realize it. In 
any event there is nothing to weep about in the news. 
Aren’t makers of toilet preparations a bit too pessi- 


mistic? 
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Stone Fruit Flavors 


by H. STANLEY REDGROVE, B.Sc., F.I-C., F.R.H.S. 


Author of “Spices and Condiments”, etc. 


HE genus Prunus of the rose family provides us 

with a number of edible fruits. The fruit of 

many species of this genus is a juicy drupe, con- 
taining one or rarely two seeds (kernels) enclosed in a 
woody case, the stone. By careful cultivation and 
crossing, varieties have been produced bearing fruits 
of luscious juciness and exquisite flavor. Among these 
may be mentioned peaches, derived from Prunus Per- 
sica Stokes, apricots from P. Armeniaca Linn., sweet 
cherries from P. Avium Linn., Morello cherries from 
P. Cerasus Linn., plums from P. domestica, Linn., P. 
salicina Lindl., and other species, etc. 

These fruits being very juicy lend themselves to ex- 
pression. Useful flavoring material can be obtained by 
subjecting them to hydraulic pressure in the cold, the 
juice being concentrated in vacuo and preserved by the 
addition of either alcohol or sugar. 

Frequently, such extracted flavors are fortified by 
the addition of suitable synthetics. Providing the lat- 
ter are well chosen and are not added in excessive 
amounts, very satisfactory results may be obtained. The 
flavors are stronger than the purely natural extracts, 
and, at the same time, possess that character of nat- 
uralness which is so desirable. 

The principle is the same as that which is well recog- 
nized as holding good in the domain of perfumery, the 
finest floral perfumes being those made by the judicious 
admixture of suitable syn- 
thetics with natural flower 
oils. 

The flavors of peaches and 
apricots are very susceptible 
to the action of heat, so that 
it is quite imperative to em- 
ploy a cold process in dealing 
with these fruits. 

As perhaps most readers 
know from bitter experience, 
these can be the most unin- 
teresting of fruits if not in 
perfect condition. On the 
other hand, what can be more 
delicious than a fine peach or 
apricot plucked ripe from the 
tree and eaten while still warm 
with the kiss of the sun? 

The chemistry of the aro- 
matic constituents of the 
peach has been investigated, 
in America, by Messrs. Power 
and Chestnut (Journ. Am. 
Chem. Soc., 1921, p. 1725, and 
1922, p. 2966). They ob- 
tained a yield of 0.00074 per 
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cent. of essential oil from the pulp. This oil was 
found to consist chiefly of the linalyl esters of formic, 
acetic, valeric and caprylic acids, together with a con- 
siderable proportion of acetaldehyde, a very small 
amount of a higher aldehyde, a sesquiterpene resembling 
cadinene, and a substance crystallizing out on cooling, 
which was probably a paraffin hydrocarbon. 

The oil was found to be extremely unstable, and 
could only be kept without change into a black viscid 
mass devoid of fragrance in a hermetically sealed tube. 

The authors are of the opinion that it is not prac- 
ticable to prepare synthetic peach essence along the 
lines of this analysis, owing to the instability of linalyl 
esters and the difficulty of obtaining these in a state of 
purity. 

Fortunately there is available a synthetic substance 
which has a fine aroma of peaches. This is gamma- 
undecalactone, sometimes known by the absurd names 
of “aldehyde C14” and “peach aldehyde.” 

Gamma-undecalactone is the substance primarily em- 
ployed for touching up natural peach flavors and as 
the basis of synthetic peach essences. Acetaldehyde 
naturally suggests itself as another suitable material, 
for blending with this. Other possible constituents are 
ethyl acetate, butyrate and valerate, iso-amyl acetate 
and butyrate vanillin, anisaldehyde, sweet orange oil, 

(Continued on Page 310) 
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Scientific Management in the Soap 
Industry 


Special Correspondence 


ONDON, Aug. 1.—At the Sixth International 

Congress for Scientific Management which was 

held in London in July, and at which two hun- 
dred papers on every aspect of business management 
were presented, numerous matters of great interest and 
importance to the soap and allied industries were dis- 
cussed. The papers were classified into the six main 
groups: Manufacture, Distribution, Development, Edu- 
cation and Training, Agriculture, and Domestic Econ- 
omy, and were contributed by the leading authorities 
in their respective spheres of management from the 
principal industrial countries of the world, including 
several American business men and specialists. 

The soap and allied industries both in America 
and in England have always taken a foremost position 
in the application of scientific principles to works or- 
ganization and the many problems of production, dis- 
tribution, staff training and selection, and so forth. 
Distribution, that is to say—sales, advertising and mar- 
ket research, is no ‘doubt today the most difficult and 
important of the subjects under discussion; and in this 
section several valuable, eminently helpful and prac- 
tical contributions were made at the Congress. Of 
these one of the most directly interesting to the soap 
trade was that presented jointly by Dr. Henry C. Link, 
of the Psychological Corp., New York, and Dr. Rensis 
Likert, assistant professor of psychology in New York 
University. The authors point out that during the 
past few years of declining distribution in the States, 
scientific study has been given to problems of dis- 
tribution as never before. These studies have revolved 
around a few basic questions: What is the consumer 
buying now, and why? How or where is he obtaining 
it? What is he likely to buy, and how may he be 
influenced to buy certain articles? 

The extensive activities which have grown out of 
the attempts to answer such questions have come to 
represent a recognized phase of business, designated as 
market research, with its appropriate techniques or 
scientific methods which have been developed in vari- 
ous ways. Among these is the system evolved by 
seventy-five university psychologists associated with 
the Psychological Corp. of New York. This system 
comprises: (a) the method of triple associates for meas- 
uring effective distribution of ideas about products 
(advertising); (b) the psychological sales barometer, 
by which the proportionate distribution of customers 
or buyers of trade-marked articles in a group of prod- 
ucts is measured every two months, the barometer be- 
ing based on groups of 4,000 families in 47 cities in- 
terviewed every two months; (c) the measurement of 
influences and motives, i.e. a discussion of psychological 
techniques used in discovering why people buy and 
how they may be influenced; and (d) product tests, 
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consisting in the testing of new products in relation 
to the existing distribution of similar products. Tables 
are given to illustrate the methods and results, and the 
authors describe at some length the application to soap 
distribution and other similar lines and of the general 
methods of market research as practised by some of the 
largest soap manufacturers. Such research, as now 
carried on both by individual firms and by various 
organizations in the United States and elsewhere, repre- 
sents a notable addition to the field of scientific man- 
agement, especially in respect to those aspects of man- 
agement which have to do with the psychology of 
distribution as contrasted with the economics or me- 
chanics of distribution. 

This aspect of the distribution problem is of course 
extremely interesting. In the field of toilet soaps, for 
example, it is, as the authors rightly insist, highly im- 
portant to measure trends not only by brands but also 
as they affect men and women. This led to the de- 
velopment of a two-fold series of barometers. illus- 
trated in Table 1. From this it will be seen that, in 
the same families, 22.9 per cent of the men but only 
10.2 per cent of the women use brand B, whereas in 
the case of brand D, 22.3 per cent of the women and 
only 14.3 per cent of the men are users. Such differ- 
ences may be even more important, from the stand- 
point of merchandising, advertising, and product qual- 
ity, than the differences of total sales volume between 
brands; and in any case it is most essential to know 
what these differences are, and so far as possible to 
discover their cause. 


Table 1. 


1. Toilet soaps bought last for use by women, 
Zs BS si is mn ar men. 
(Both in the same families of which 5,167 were visited 
in fifty cities during the week of April 2, 1934) 
Brand “) women “; men 
A 14.7 19.8 
B 10.2 229 
a 18. 16.6 
D ya 14.3 
E 10. 6.1 
F 10. 4.4 
G s 1.4 
H : J 
I 
J 
K 
etc. 12 other brands 
Don’t know, no answers Zz 5.2 
In such a barometer, as is also the case with cigarettes 
and other similar lines sold to men and to women, we 
(Continued on Page 305) 
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A Survey of Oil of Myrtle 


- by DR. ERNEST S. GUENTHER* 


YRTLE leaves are used quite extensively for 

the flavoring of sausages, meat, sauces and con- 

serves. The oil distilled from the myrtle plant 
is therefore interesting because it can often replace the 
leaves as used in these culinary preparations, and the 
transport of bulky plant material overseas is thereby 
avoided. 

The myrtle plant (Myrtus communis L.) can be 
found growing in the countries bordering the Medi- 
terranean. It prefers sunny mountain sides and grows 
in poor soil. Southern France, Spain, Corsica, Algeria, 
Italy, the Grecian Islands and Syria produce this plant 
but the best qualities come probably from Southern 
France, Corsica and Spain. In Southern France it is 
particularly the region of the Esterel and the Maures 
mountains where myrtle oil is mostly being distilled. 

Cutting of plant material and distilling is done by a 
few farmer distillers in simple migratory stills. There 
is also some oil of myrtle being distilled in the factories 
of Grasse but evidently the low price of the oil does 
not permit long distance transport of the plant mate- 
rial. Quality and constants of the myrtle oil depend 
greatly upon the method of distillation and upon selec- 
tion of the plant material. In other words, leaf mate- 
rial exclusively, or leaves plus branchlets and branches, 
upon distillation yield oils of different character. The best 
period of distillation is undoubtedly the time of bloom 
in August but at that period the farmers are busy with 
their crops and cannot devote 
much time to distilling. There- 
fore, distilling is carried out 
by the farmers usually during 
the winter months when they 
have little else to do. In these 
months they cut the plants on 
the mountain slopes and distill 
the fresh material in small mi- 
gratory fire stills equipped 
with false bottoms. The waste 
wood found in the pine for- 
ests is used as fuel. Distilla- 
tion of one batch lasts about 
one hour, sometimes longer. 

400 to 500 kilos of plant ma- 
terial in summer time give one 
kilo of oil whereas in winter 
500 to 600 kilos of plants are 
required to yield the same 
amount of oil. As mentioned, 


* Chief Research Chemist, Fritzsche 
Brothers, Inc., New York. 
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proper cutting of the plant material greatly influences 
the quality and properties of the oil. 

There is no regular production of this oil; a few 
hundred kilos per year were at one time distilled in 
Southern France alone but that quantity has greatly 
diminished during the last few years due to the com- 
petition of the Corsican and especially the Spanish oil. 

In Spain the center of production is exclusively in 
the Province of Huelva. There are no cultivations; 
only the wild growing plants are cut and distilled. 
About 200 kilos of oil annually could easily be pro- 
duced but because of lowered demand production is 
considerably below that figure. The harvest takes place 
in July-August when the flowers are blooming. The 
plant material is cut by the peasants and immediately 
distilled in the rather primitive migratory direct fire 
stills of the type generally employed in Spain for the 
distillation of Spanish oils. Distillation of one batch 
lasts five to eight hours. 250 kilos of fresh plant ma- 
terial yield about one kilo of oil. The length to which 
myrtle distillation is carried out in Spain might be the 
cause of the much higher specific gravity by which 
Spanish myrtle oils differ from those of French origin. 
For the same reason the yield is higher with Spanish 
oils. 

A detailed picture of the constants of the various 
types of oil of myrtle can be found in Gildemeister & 
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Hoffmann, “Die Atherischen Ole”, Third Edition, 
Volume III, page 260. Some modifications are given 
in “Les Parfums de France” 1930, page 334, and 1932, 
page 315. For completeness sake we shall indicate the 
constants of the principal types of oil of myrtle: 


spec. opt. refr. 
grav. rot. index 
Das” aD nD 20 
: 0.890 +15 1.464 
French , 
ils to to to 
Ou: 0.904 +25 1.468 
het. 0.913 +21 1.466 
— to to to 
Oils} 0.929 426° 15” 1.470 
sas 0.883 +22 1.464 
— } co - “ 
Oils} 0.887 427 1.470 
itd 0.881 +23° 20’ 1.464 
A — to to tc 
Oils 0.9196 4+27° 30° 1.4703 
Some oils are soluble in several volumes of 80% 


alcohol, sometimes only in 2.5 volumes of 90% alcohol. 
Genuine oils analyzed by us conformed with the con- 
stants as indicated above. 

The chemical constitution of oil of myrtle has been 
investigated by the Schimmel chemists,’ furthermore 
by von Soden and Elze* and also by Pellini and 
Morani.* The constituents listed in the adjoining 
column have been found so far. 

Myrtenol, a viscous oil of characteristic myrtle odor 
has been found by Semmler & Bartelt* to be a bicyclic 
terpene alcohol of the formula C,, H,, O. Paolini® 
isolated from Spanish myrtle oil, aside from the known 
regular dextro a-myrtenol, also laevo-myrtenol. Myr- 
tenol, together with myrtenal, has lately been obtained 
by Dupont, Zacharewiez and Dulan* when oxidizing 
pinene with selenium oxide. 


Applying Package Yardstick 
(Continued from Page 272) 


hearty, earning their keep, one, two, three, five, or 
ten years from now, take note of this fact. The con- 
stant fight for survival grows in intensity with the 
market so flooded with odds and ends, unknown and 
private label merchandise that the bewildered consumer 
is often at a loss to know which to buy or why to 
repeat a previous purchase. Time eliminates the prod- 
ucts which aren’t a credit to the industry—but why 
wait for Time? Do it yourself in your own lines— 
eliminate the weak brothers, the parasite products, and 
make assurance doubly sure that each new product 
you introduce is the very best you can achieve both as 
to product and package. 
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Aside from its application in flavors for meat, sauces 
and conserves, oil ot myrtle is used also in certain toilet 
preparations such as Eau de Cologne where it imparts 
a natural freshness. If skillfully applied it is indeed 
an interesting oil and deserves more attention particu- 


ester value 


acid ester after 

value value acetylation 
up to 1.8 19 to 47 38 to 70 
up to 2.7 63 to 92 85 to 117 
up to 1.7 3s to 23 30 to 53.2 
0.3 to 7.9 17 to 28 39.2 to 73.5 


larly on the part of flavor manufacturers and meat 


packers. 
Constituents of Oil of Myrtle 
%-pinene. 
a hydrocarbon similar to camphene. 
cineol. 
dipentene. 


myrtenol, the main constituent which is present 
mostly as acetate. 

geraniol. 

nerol. 


' Berichte Schimmel & Company, April 1907, 81. 
“Chem. Ztg. 29 (1905), 1031. 
Annali di Chim. applic. 7, (1923), 97. 
' Berichte d. Deutschen Chem. Gesellschaft 40 (1907), 1363. 
” Gazz. chim, ital. 63 (1933), 666. 


"C. R. Acad. des Siences, t. 198 (1934), 1699-1701 


Venezuelan Toilet Preparation Market 


There is a relatively extensive local demand in Vene- 
zuela for cosmetics and toilet preparations of all kinds, 
but sales competition between the various lines is keen. 
Many of the better-known American and French cos- 
metic and perfume manufacturers have local sales 
representatives, through whose efforts the products of 
these companies have become known and popular in 
Venezuela. Prices are relatively high. Several local 
factories manufacture low-priced cosmetics which are 
consumed by the poorer class. 

Venezuela imports cosmetics and similar preparations 
chiefly from the United States, while perfumes, powders, 
toilet water, and lotions originate largely in France, 
with the United States, the Netherlands, and Germany 
competing to some extent.—(Consul George Orr, 
Caracas.) 
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Pinaud Appoints L. C. Sheebe 


Lawrence C. Sheebe, formerly with the Northam 
Warren Corp. has been appointed by the House of 
Pinaud as its representative in the metropolitan New 
York area, in charge of chain stores, department stores, 
and wholesale jobbers. 

“Mr. Sheebe is known to the metropolitan trade for 
his excellent work with the Notham Warren Corp.” 
declares Frederic W. Ballentine, sales promotion man- 
ager of the House of Pinaud. “I believe he is a type 
of sales representative admirably fitted to present 
Pinaud’s aggressive and progressive merchandising to 
the trade.” 


Marshal Field’s New Department 
Marshall Field & Co., Wholesale, Chicago, has set 


up a new division for the importation and merchandis- 
ing of perfume bottles, cut glass cologne bottles and 
other kindred glass, gift and China lines. E. G. “Eddie” 
Westlake, formerly manager of the toilet goods and 
druggists’ sundry department, and very well known 
in the industry, has been put in charge of the depart- 
ment. 

J. E. Griswold, who has been associated with Mr. 
Westlake, is mow manager of the “Lanchere” line, 
manufactured by the company. 


Guerlain Vice-President Leaves for Paris 


H. Gregory Thomas, vice president and general man- 
ager of Guerlain, Inc., Paris perfumers, sailed July 26 
on the Berengaria for a month in Paris. 

While abroad, Mr. Thomas will confer with the Paris 
office of Guerlain regarding extensive autumn promo- 
tions for America of the new Guerlain products. 


John H. Wright Consultant 


John H. Wright, formerly vice-president and tech- 
nical director of Zonite Products Corp., in charge of 
production, research and professional phases of adver- 
tising for “Zonite” and affiliated products, has estab- 
lished a consulting service covering all phases of tech- 
nical fields, such as chemical control, professional 
advertising, research, new products, plant equipment, 
litigations, etc. He has opened offices in the Chrysler 
building, New York, and has been retained by the 


Zonite organization as general consultant. 
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Wiseman Resigns from Armand 


W. H. Wiseman, vice-president in charge of the 
wholesale department of Armand Co., Des Moines, Ia., 
and a member of that firm for fifteen years, announces 
that he has resigned. 


William Weeks Heads Armand Sales 


The wholesale and retail departments of Armand Co., 
Des Moines, Ia., have been 
reorganized into one de- 
partment, as announced 
by Carl Weeks, founder 
and president of the com- 
pany. William Weeks, 
son of Carl Weeks has 
been placed in charge of 
the combined departments 
as vice-president. ° 
Evert Weeks, another 
son of Carl Weeks, has 
recently been appointed 
general manager of D. C. 
Leo Co., manufacturers of 
private label medicines, 
Wee, Wanns and D. Weeks & Co., 
manufacturers of Weeks 
“Break-up-a-cold” and other known proprietories un- 
der the Weeks name. 





Procter & Gamble Financial Report 


After depreciation, Federal taxes and other charges 
were deducted, Procter & Gamble Co. and its sub- 
sidiaries showed a profit of $19,120,324 for the fiscal 
year ending June 30. Setting aside $4,000,000 for 
materials and products price equalization, there was a 
net profit of $15,120,324, available for dividends, equal, 
after dividend requirements on 8 per cent and § per 
cent. preferred stocks, to $2.23 a share on 6,325,087 
no-par shares of common stock. 

In the preceding twelve months, the net profit was 
$14,370,066, equal, after preferred dividend payments, 
to $2.09 a share on an average of 6,388,792 common 
shares outstanding in that period and $2.11 a share on 
6,325,087 common shares outstanding on June 30, 
1934. 

Gross sales increased 34.5 per cent in the twelve 
months, to $156,800,054, from $116,593,143. 
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Maeding with Quinlan 


Charles T. Maeding, formerly vice-president and 
general sales manager of Lentheric, Inc., and more 
recently with R. H. Macy & Co., New York, has been 
elected vice-president of Kathleen Mary Quinlan, to 
fill the vacancy caused by the resignation of Drew 
Drees. Mr. Drees plans 
to devote his entire time 
to other interests outside 
of our industry, although 
he has not yet made any 
definite plans. He and 
Mrs. Drees are now away 
enjoying a well-earned 
vacation. 

Mr. Maeding began his 
career about 15 years ago 
with R. H. Macy & Co., 
where he served in various 
Capacities, starting as jun- 
ior section manager in the 
toilet goods department. 
He then was made assis- 
tant buyer and later sup- 
visor of several departments, finally becoming mer- 
chandising counsel in charge of seven sections. In 1930 
he resigned to become associated with Lentheric, and 
in 1933 he again joined Macy’s. 


CHARLES T. MAEDING 


In an interview, Mr. Maeding stated that there would 
be no change in thé policies or activities of the Quinlan 
organization. He does, however, plan to work more 
closely with department stores to increase the sales 
of the company’s products. 


Beauty Builders Organized 


Beauty Builders, Inc. has been organized in Salt Lake 
City, Utah, to manufacture and sell cosmetics which 
will have “Beauty 400” as their trade mark. The 
products will be sold through high grade beauty shops 
and department stores, according to John Gardner, who 
was until recently and for several years general sales 
manager of the Ex-Cel-Cis Beauty Products Co. of that 
city. Mr. Gardner will be president and general man- 
ager of the new firm. 

Mr. Gardner said branches were being opened in 
the large centers of the country and the firm hoped 
later on to become international as well as nationally 
known. A school for demonstrators of the company’s 
products has been opened at its headquarters, which 
occupy two floors in the Home of Beauty Culture 
building, 121 South Main street. The chemist for the 
company is Marlo F. Fisher, a registered pharmacist, 
formerly in a supervisory capacity with the Wa’ >reen 
laboratories in Chicago. A well equipped and roomy 
laboratory has been opened. 

Officers and directors of the company, in addition to 
Mr. Gardner, include Dr. Ezra Waddoups, retired physi- 
cian, who will be secretary and serve as director of 
sales; Professor A. Ladru Jensen of the law school of 
the University of Utah, and a few other well known 
Utah men. They have a manufacturing company and 
a sales company unit, each of which is capitalized at 
$35,000. 
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Chain of Perfume Plants for California 


S. H. Woodruff of Los Angeles and a group of asso- 
ciates will establish a far-reaching perfume industry on 
the southern California coast, it was indicated in plans 
outlined by Mr. Woodruff at a meeting of the Orange 
Coast Association on July 16. He told the business 
men’s group that in experiments he had been conduct- 
ing, he had succeeded in extracting the true perfume 
of the gardenia, which, he explained, was a difficult 
feat. He pointed out that along the coast from Los 
Angeles to San Diego is to be found the most suitable 
soil in the world for the growing of flowers, and he 
plans to locate factories in designated towns at strategic 
points where flowers would be collected daily. 

Only the moral support of the Orange Coast Asso- 
ciation was required by Mr. Woodruff, and this was 
voted unanimously at the meeting. 

In his talk, he pointed out that France and Persia 
are the only countries which engage in the manufac- 
ture of perfume on a large scale, and to give the asso- 
ciation an idea of the importance of the industry in 
France, he declared that it returns to that nation four 
times the value of California’s huge citrus industry. 


Addresses by Miss Wall 


“Training in Chemistry for the Cosmetic Industry” 
is the subject of a paper by Florence E. Wall, consult- 
ing chemist of New York, on the program of the Di- 
vision of Chemical Education, during the 90th meeting 
of the American Chemical Society at San Francisco, 
August 18-23. 

During the week of August 26, Miss Wall is to be 
a featured daily speaker at the co-ordinated convention 
of the Beauty Culture Schools group, Boards of Ex- 
aminers, et al, at the Hotel Statler, St. Louis, Mo. 
As topics, she is to present “The Chemistry of Hair 
Dyes,” “How Legislation of Cosmetics Will Affect the 
Beauty Shops,” and “Public Relations 
and Beauty Culture.” 


for Cosmetics 


Lande Now with Rosenfeld 


S. Theodore Lande, for the last four years, vice- 
president and sales manager of Groville Sales Corp., 
New York, has joined the organization of Al Rosen- 
feld, Inc., New York as vice-president in charge of 
sales. The Rosenfeld organization is sole distributor 
in the United States for Vigny, Paris and Myon, Paris, 
producers of luxury perfumes. 

Mr. Lande is well equipped in background and ex- 
perience for his new duties. Before his connection 
with Groville, he was associated for four years with 
Miro-Dena, Inc., New York and prior to that he trav- 
elled extensively for the Lionel Trading Co. He is 
thoroughly familiar with the business and well known 
to buyers in all parts of the country. 


Advertising Cosmetics By Radio 


Crystal Products Co., Ltd., of London, proprietors 
of the “Outdoor Girl” beauty preparations, have re- 
newed their contract with the International Broadcast- 
ing Co., Ltd. for a further long series of concerts from 
Radio Normandy and Paris (Poste Parisien). 
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Penfold President of Royal Society 


We take pleasure in congratulating A. R. Penfold 
on his election as president of the Royal Society of 
New South Wales at the recent annual meeting of the 
society at Science House, Sydney. 

Mr. Penfold is curator of the Technological Museum, 
Sydney, and is an authority on the chemistry of the 
essential oils derived from Australian plants. He has 
contributed over 100 original papers to scientific so- 
cieties, and has devoted special attention to the various 
types of eucalyptus oils and the essential oils derived 
from tea-trees. Last year, Mr. Penfold became honorary 
treasurer of the Royal Society of N.S.W., after having 
served on its Council since 1929. About the same 
time, he was awarded the Smith memorial medal of 
the Australian Chemical Institute for his valuable con- 
tributions to scientific knowledge. 


Parobek Co. Formed 


Grinnell Wylie of the Parobek Co., Inc., Harrison- 
burg, Va., was a recent visitor in New York. He 
reported that his company was incorporated to develop 
the sale of wave set lotions, manufactured by M. E. 
Parobek, whose business was formerly operated on the 
Pacific coast. 


Our New Contributing Editor 


We are pleased to be able to announce the appoint- 
ment of Don S. Cowling as our new Contributing 
Editor on Merchandising succeeding the late Leroy Fair- 
man who acted in the capacity for many years. Mr. 
Cowling is well known to our readers through the ar- 


Don S. CowLInNG 


ticles which he has contributed to our pages in the past. 
He is a writer of some distinction, a former editor of 
Toilet Requisites and for the last six years sales manager 
of one of the leading perfume houses. No one, we 
feel, is better equipped to advise the Editors on mer- 
chandising and advertising problems and we are glad 
to advise our readers that Mr. Cowling will be a con- 
tributing editor in fact as well as in name. He promises 
articles on several important subjects for coming issues. 
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Australian Cosmetic Man Here 


Australia once again offers a safe, sound, profitable, 
and accessible field of operation to the American manu- 
facturer of proprietary medicines, toilet articles or cos- 
metics, according to Arthur W. Boynton, managing 
director of Clinton-Williams, Ltd., Sydney, N. S. W., 
Australia, who 
recently arrived 
in New York 
f rom _ London 
after completing 
the major por- 
tion of a “round 
the world” jour- 
ney from Aus- 
tralia, and em- 
bracing Macassar, 
Java, Malaya, 
Burma, India, 
Egypt and all the 
important Euro- 
pean countries. 

Mr. Boynton 
was emphatic 
that Australian 
economics as 
well as_ political 
conditions are now favorable, and will be so for years 
to come, despite exchange difficulties,—and speaking 
comparatively with reference to other overseas markets. 

During his visit to the U. S. A., Mr. Boynton con- 
tacted several American clients of his firm, Clinton- 
Williams, Ltd., which has been established for twenty 
years in Australia as a comprehensive manufacturing, 
distributing, sales, merchandising organization, repre- 
senting overseas proprietors of proprietary medicines, 
toilet articles, cosmetics, etc. 





ARTHUR W. BOYNTON 


Mr. Boynton’s American headquarters were with 
Clark-Jacobs, Inc., New York. He left August 10 
for the West on the way back to Australia. 


Annual Drug Trades Exposition 


The Fourth Annual Drug Trades Exposition that 
will be held Oct. 15, 16, 17, 1935 at Grand Central 
Palace in New York City, is making rapid strides to- 
wards developing into the largest exposition of its type 
ever held in this country. 

Contracts for space are being signed by many of the 
largest and most prominent pharmaceutical, drug, drug 
sundry and jobbing concerns who will show their prod- 
ucts or service to the thousands of buyers who are 
being personally invited to attend the exposition, com- 
ing from an area within 150 miles of New York City. 


R. R. Webb in Europe 


R. Righton Webb, treasurer of W. J. Bush & Co., 
Inc., accompanied by Mrs. Webb, sailed on the Brittanic 
recently for his annual European trip. While abroad 
Mr. Webb will confer with the officers of the English 
company and he plans also to visit Grasse and Messina. 
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Robert Tyriver Promoted 


Robert E. Tyriver, formerly district manager of the 
toilet article division of the Colgate-Palmolive-Peet Co. 
in Dallas, has been appointed Eastern divisional sales 
manager of the toilet article division. Mr. Tyriver has 
been connected with the company for ten years, and 
served as district manager in Cleveland before going to 
Dallas. 


de Beaulieu in New York 


Michel de Beaulieu, general manager of Grenoville, 
Paris, ar- 
rived in New 
York early this 
month for a brief 
visit. Mr. de Beau- 
lieu reports that 
his firm, which 
is represented in 
this country by 
the Groville 
Sales Corp., en- 
joyed the most 
profitable year 
since the begin- 
ning of the de- 
pression, and that 
the outlook for 
the cosmetic and ‘perfume industry in France is most 
encouraging. 

Mr. de Beaulieu is well known to the trade in this 
country, having formerly been perfumer for Houbigant, 
Inc., New York. 


Inc., 


MICHEL DE BEAULIEU 


A. H. Samuelson Visits Tunis 


A. H. Samuelson of Messrs. P. Samuelson & Co., of 
London, has just returned from a visit to Nabeul, Tunis, 
where are situated the firm’s works for the distillation 
of neroli. He reports that, although the crop is shorter 
than usual, the yield has been good, and the quality of 
the oil quite up to the normal standard. His company 
is represented in the United States for the sale of 
“Anbreine” by Dodge & Olcott Co., New York. 


Captain Church Goes Abroad 


Captain A. H. Church, managing director of No- 
Kap Closures (U. S. A.) Inc., Providence, R. I., sailed 
on the Laconia on July 19 for an extended business trip 
abroad. Captain Church is president of No-Kap 
Closures, Ltd. of England. 


Herbert Bittman Represents Helfrich 


Helfrich Laboratories Inc., Chicago and New York, 
has appointed Herbert J. Bittman as its representative 
in the states of Washington and Oregon, with head- 


quarters at 318 People’s Bank building, Seattle. Al- 
though Mr. Bittman is new to the cosmetic business, 
he is well known and has splendid connections in the 
territories he will cover. 
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T. M. Finney Eastern Visitor 


Thomas M. Finney, founder and president of La 
Finne, Ltd., Hollywood, Calif., has been spending several 
weeks in the East, visiting the trade and arranging for 
Eastern and Mid-Western distribution of his merchan- 
dise. Mr. Finney advises us that his company has been 
entirely reorganized and is operating on a very satis- 
factory basis with wide distribution through the syndi- 
cate store trade in the West and on the Pacific Coast. 
Officers of the reorganized company are Thomas M. 
Finney, president; William H. Finney, secretary and 
Jennie M. Finney, vice-president and treasurer. — 

Commenting on West Coast business, Mr. Finney said 
that California houses were finding business good and 
steadily improving. He believes that the cosmetic and 
toilet preparation industry generally will experience 
greatly improved demand during the Fall and Winter. 


Laure Co. Moves 


Laure Co., Inc. is now located in larger and more 
convenient quarters at 9 West 29th street, New York 
City. Although this company has been in business for 
less than two years, Lawrence Epstein, president, re- 
ports that the change was made necessary by a con- 
stantly increasing volume of business. The company, 
which manufactures an inexpensive line of perfumes, 
is now getting up three new packages to be used in 
conjunction with the regular line. 


Mrs. Marvin Joins Ybry 


Courtenay Marvin, formerly beauty and fashion edi- 
tor of Photoplay Magazine, has recently become asso- 
ciated with Ybry, Inc., New York, where she is super- 
vising advertising and sales promotion work. Her work 
as Beauty Editor has admirably fitted her for her new 
duties in advertising and 
promotion. Marguerite 
Beckman has taken over 
Mrs. Marvin’s work at 
Photoplay. 

There have also been 
changes in editors on sev- 
eral other popular maga- 
zines. Alice Wade Robin- 
son, formerly beauty edi- 
tor for Delineator, is now 
beauty news editor of 
Pictorial Review, and 
Josephine Felts is the new 
editor for Delineator. Mrs. 
Robinson succeeded Elin 
Neal, who is now beauty 
editor for Screenland 
Magazine. 


COURTENAY MARVIN 


Raw Material Imports Show Decrease 


The value of United States imports of raw materials 
(including enfleurage grease, floral essences and con- 
cretes, and aromatics) during the first 4 months of 
1935 amounted to only $473,000 as against $732,000 
(a reduction of about 35 per cent) during a like period 
of 1934, $237,000 in the 1933 period, and $414,000 
in 1932 four-months. 
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Monsanto Announces Swann Changes 


Edgar M. Queeny, president of the Monsanto Chem- 
ical Co., St. Louis, announces that the name of the 
Swann Chemical Co., Monsanto subsidiary, with plant 
at Anniston, Alabama, has been changed to the Mon- 
santo Chemical Co. of Alabama. Administrative and 
sales offices of the Alabama subsidiary, together with 
those of another former Swann property, the Provident 
Chemical Co., St. Louis, have been moved to Mon- 
santo’s new administration building in St. Louis. Sales 
ofices of a third former Swann company, Wilckes, 
Martin, Wilckes Co., Camden, N. J., have been con- 
solidated with Monsanto’s New York office. A new 
sales division, the Swann Products Division, has been 
created to handle the sales of all products of the for- 
mer Swann companies. Henceforth these products will 
be sold under Monsanto’s name. District sales offices 
are retained at Birmingham, Alabama. 


Pierre Danco Honored 


Pierre Danco, founder of the Belgian Trading Co., 
which operated in New York for some years, has been 
knighted in the Order of Leopold of Belgium by His 
Majesty King Leopold III of the Belgians, in recog- 
nition of services rendered to His Majesty’s country. 


California Perfume Holds Picnic 


The second annual picnic of the California Perfume 
Co., Inc., New York, was held at Indian Point July 16, 
to celebrate the 77th birthday anniversary of D. H. 
McConnell, president and founder of Allied Products, 
Inc., the parent company. About 180 people attended 
the outing, including officers and employees of Hinze 
Ambrosia, Inc., and American Perfumers’ Laboratories, 
Inc., affiliated companies, and several guests connected 
with the industry. 

Luncheon was served at the restaurant at which time 
a large birthday cake, prepared by Sherry’s, was pre- 
sented to Mr. McConnell, a generous portion of which 
was served to the employees and guests. The after- 
noon was devoted to swimming and games, and it was 
a happy and tired group that sailed for home that 
evening. 


Jubilee of Inst. of Chemistry 


The Institute of Chemistry of Great Britain and Ire- 
land celebrated the jubilee of the granting of its char- 
ter, July 9, by a banquet held at the Dorchester Hotel, 
London, followed by a reception, dance and cabaret 
held at the same hotel on the following evening. About 
six hundred and fifty Fellows, Associates and guests 
attended the banquet, and over fourteen hundred the 
reception. Invitations were accepted by many dis- 
tinguished guests; and the company at the banquet in- 
cluded the following: The Right Hon. The Earl of 
Athlone, and H. R. H. Princess Alice, Countess of 
Athlone; the Right Hon. Christopher Addison; The 
Right Hon. Lord Ashfield; the Rt. Rev. The Lord 
Bishop of Birmingham; Dr. J. S. Haldane; Lord Mel- 
chett; Sir Herbert Samuel; Prof. N. V. Sidgwick; Sir 
Josiah Stamp, and many others; as well as representa- 
tives of scientific societies and of the civil service, 
education, etc., in addition to those mentioned, and pre- 
charter members of the Institute. Among the chemists 
present, there were not many directly connected with 
the perfumery, cosmetic or soap industries. Mention, 
however, may be made of Dr. P. C. C. Isherwood, 
director of W. J. Bush & Co., Ltd., H. S. Redgrove, 
consultant on cosmetics, perfumes -and flavors, and 
W. H. Simmons, consultant on fats, soaps and essential 
oils. 

A remark made by Prof. Donnan, in the course of a 
speech, will be of special interest to readers of THE 
AMERICAN PERFUMER. He pointed out that the pres- 
ent age might rightly be regarded as the era of science. 
This, he thought, might be succeeded by another era, 
perhaps the era of beauty, which would have as its 
aim the creation of the perfect woman. Cosmetic 
chemists may think, we might add, that this aim is 
now being achieved—and by the aid of science! 


Col. Kimble Appointed 


Col. Evan E. Kimble, president of the Kimble Glass 
Co., Vineland, N. J., has been appointed by Governor 
Hoffman as Cumberland County representative on the 
South Jersey Transit Authority Commission, which 
was created to promote better transportation facilities 
in south Jersey. 
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Betty Jean Labs. Move 


The Betty Jean System of Beauty Culture of Fort 
Wayne, Indiana, has moved to larger quarters and is 
now located at 926 South Clinton street, where floor 
space of about 6,000 square feet is occupied. 

The Betty Jean Laboratories which is affiliated with 
the Betty Jean System, oc- 
cupies enlarged quarters 
in the new building also. 

Betty Jean LeFevre es- 
tablished her business fif- 
teen years ago and it has 
grown from a_ small 
beauty shop to her pres- 
ent large establishment. 
She is a graduate cos- 
metologist and manufac- 
tures a complete line of 
cosmetics under her own 
trade mark of, “Betty 
Jean Beauty Aids.” She has 
broadcast over WOWO 
five years and is known 
from coast to coast for 
her educational lectures before associations. She will 
lecture August 26, on “Ultra Violet Rays” in the 
treatment of acne, before the All American Beauty 
Culture Schools Convention in St. Louis. The Betty 
Jean beauty aids, have been perfected in her actual work 
on the public and in her training center, and are really 
corrective preparations. 


Betty JEAN Le FeEvrie 


The business is owned by Betty Jean Le Fevre and is 
not a corporation. She has surrounded herself with a 
capable staff of employees, who have been with her 
many years, among which is Jess Le Fevre, her manager, 
who has helped make the growth possible. They also 
have a branch training center at Mansfield, Ohio. 


Colgate Reports Profit 


Colgate-Palmolive-Peet Co. reports a new profit of 
$1,924,810.03 for the first six months of 1935, after 
a deduction of $900,000 as provision for possible fu- 
ture decline in the market value of its inventories. 
In a report to stockholders, $. Bayard Colgate, presi- 
dent, stated ‘There are certain artificial conditions sur- 
rounding some of our important raw materials which 
may seriously affect their market prices. I refer to 
crop restrictions and processing taxes which have 
adversely affected the company’s earnings in the past. 


Alfred W. Bush 


Alfred W. Bush, managing director of W. J. Bush 
& Co. Ltd., died August 3 in Middlesex Hospital, Lon- 
don, following an operation. The news came as a shock 
to the entire trade, as reports on his recovery following 
the operation appeared to be most encouraging. 

Mr. Bush was one of the sons of the founder of the 
company and had been active in the business ever since 
he completed his education. He was well known 
throughout the essential oil industry in Europe. He 
is survived by his widow and a son, H. Brinsley Bush. 
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Albert Delavigne Sails 


Albert Delavigne, president of George Silver Import 
Co., New York, returned from a five week business 
trip to the Pacific coast, which included a stay at Holly- 
wood, Calif., just prior to sailing for France August 10 
on the Ile de France. While in France, Mr. Delavigne 
will confer with the principals of his company, Etablisse- 
ments Roure Bertrand Fils & Justin Dupont, in Paris, 
He expects to return late in September. 


Camay Soap Slogan Contest 


The Procter & Gamble Co., Cincinnati, has just 
launched a “Camay” soap slogan contest, similar to the 
one conducted last year, for which the principal prizes 
will be three life annuities of $1,000, $500 and $100 
respectively. The company will purchase these annui- 
ties for the winners, and checks for these amounts 
will be received by them each Christmas day as long 
as they live. 

There will be a total of 1213 awards for the best 
slogan of ten words or less describing the qualities 
of “Camay” soap, and additional prizes include 10 
prizes of $100 each, 100 prizes of $5 each, 1,000 prizes 


mes ror LIF 


These YEARLY INCO 
Prizes! Win Lifetime Independence b 
Stogan for CAMAY! 


“CAMAY” SLOGAN POSTERS 


of $2 each. The contest will close September 30, and 
entries, which must be accompanied by three green 
and yellow Camay wrappers, will be judged on the 
basis of originality, suitability and individuality. 

The company is giving the contest a great deal of 
publicity by newspaper and radio advertising, attrac- 
tive store displays and window cards. The accom- 
panying photographs shows some of the material now 
being shown by Camay retailers. 
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Michigan Association Activities 


The fourth in the series of games in the 1935 golf 
tournament of the Allied Drug & Cosmetic Association 
was played off at the Forest Lake Golf & Country 
Club, July 24. George Beeman, (president, Beauty 
Counselors Inc.,) acted as host, and a doggone good 
one too. 


The Michigan boys went into a huddle with the 
chairman of entertainment, Ray Vicary, regarding the 
coming trip to Chicago, where they hope to get prac- 
tice shots on the famous Bob-O-Link course, so that 
they can trim the boys from the Windy City when 
they come to the local boys’ field day September 18. 
Present plans include going en masse in a_ specially 
chartered observation car on the “Twilight Limited” 
arriving in Chicago in time for cocktails and dinner. 

The Michigan boys invite all who will be in the 
vicinity, to their giant Field Day, September 18, at 
Meadowbrook Golf & Country Club. For information, 
write the secretary, M. G. de Navarre, 12206 Mendota 
avenue, Detoit. Many very valuable and useful prizes 
will be given in the various events of the day. 

Among the new members taken in this month were 
P. C. Magnus, Magnus, Mabee & Reynard Inc.; B. 
Herzog, Union Trucking Co.; and C. Senff, Fredrick 
Stearns & Co. 


American Beauty Nail Polish Moves 


American Beauty Nail Polish Co., Inc., is now located 
in new quarters at 1033 Clinton street, Hoboken, N. J. 
The lease on the former quarters at 53 West 14th street, 
New York, had expired, and the Hecht Bros. depart- 
ment store took over the entire building. 

At the new address added facilities for manufac- 
turing, storage and other phases of the company’s grow- 
ing business are available. 


Fitch Brothers Star at Polo 


When press-agenting shampoo 
activities pall, the two sons of 
F. W. Fitch find active diversion 
on the polo fields as star players 
on the Des Moines Polo Team. 
Gail, advertising manager of the 
F. W. Fitch Co., captains the 
team playing position 3, and 
loudly proclaims that their team 
beat the Northwestern cham- 
pions, The Twin City Blue team 
8-6 and also the Orinaha Polo 
Club, 6-2. 


Lucius, president of the Amer- 
ican Chemical Appliances Corp., 
a subsidiary of the F. W. Fitch 
Co., stars at position 2. The 
boys learned to play polo in Cali- 
fornia and have played a great 
part in fostering interest in this 
sport in the middle-west. The 
other two members of the team 


Wisconsin Druggists Want 33 1/3% 


At its first meeting in Milwaukee July 15, the fair 
trade committee of the Wisconsin Pharmaceutical Asso- 
ciation went on record as deciding on a 33 1/3 per 
cent profit on the manufacturers’ listed minimum prices 
on fair trade contracts. 

The committee, named by the executive committee 
of the association, consists of S. H. Dretzka, South 
Milwaukee, chairman; R.* M. Schweiger, Arthur 
Broenen, Arnold Wolf, William M. Rheineck and Jen- 
nings Murphy. Others attending the meeting were 
Clem A. Czerwinski, president, Milwaukee County 
Pharmacists’ Association; H. L. Mount, Milwaukee, 
counsel for the state association, and John L. Huber, 
Racine, president of the Wisconsin Pharmaceutical As- 
sociation. 

A fair trade advisory committee consisting of one 
druggist from each congressional district, has also been 
named as follows: Harry Mayer, Kenosha; E. T. Bittner, 
Watertown; Charles N. Euler, La Crosse; Mr. Czer- 
winski and Harry Kunze, both of Milwaukee; A. J. 
Christl, Oshkosh; John Demgen, Marshfield; King Wee- 
man, Green Bay; J. P. Lee, Menominee and Karl J. 
Henrich, Superior. 

Instructions have been mailed to manufacturers and 
wholesalers as to how to go about to operate under the 
Wisconsin act and contract forms have also been sent. 


Currys on Vacation 


John H. (Jack) Curry, sales manager of Ogilvie 
Sisters, New York, and his charming wife, Anne 
Ogilvie Curry, are now on a six weeks’ vacation in and 
about San Francisco, where they will visit Mr. Curry’s 
mother. Through Mr. Curry’s efforts, Ogilvie Sisters 
have had 47 window displays in metropolitan drug 
stores since January Ist of this year. 
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Welcke Fifty Years with Fritzsche 


On September 7 it will be just fifty years since 
William A. R. Welcke, then a boy of fourteen, entered 
the employ of Fritzsche Brothers. Now, as treasurer, 
vice-president and director of Fritzsche Brothers, Inc., 
of New York, he is in charge of the finances of one 
of the country’s leading essential oil and perfume raw 
material houses. 

When Mr. Welcke joined the company it was located 
on Barclay street and remained there until its removal 
to the present location, 78-80-82-84 Beekman street, 
twenty-eight years ago. Its head in those early days 
was Paul Fritzsche whose assistant, Karl Brucker, later 
managed the business for many years. Mr. Fritzsche 
died in 1886, the year 
following Mr. Welcke’s 
connection with the busi- 
ness, and was temporarily 
succeeded by Sigmund 
Leerburger, Mr. Brucker 
having to return to Eu- 
rope for a two year period. 

In those early days 
there was urgent need for 
boys in every business of - 
fice; runners were kept 
busy with errands from 
early morning until late 
in the evening, as there 
was no telephone: service. 
These and the many 
other usual duties incident to such an enterprise kept 
young Welcke busy from long before eight in the 
morning until far beyond present closing hours for 
which he earned the munificent salary of $2.00 per 
week. However he was learning the business thoroughly 
and from the ground up and by the time the late 
Frederick E. Watermeyer took charge in 1912, his 
rapid progress had made him a position of marked 
importance in the company. His keen mind and great 
aptitude for the financial end of the business placed 
upon him more and more responsibility and upon in- 
corporation of the company in 1919 with Mr. Water- 
meyer, president, Mr. Welcke was made treasurer, and 
after Mr. Watermeyer’s demise he succeeded F. H. 
Leonhardt, now president of the firm, as first vice- 
president. 


Wn. A. R. WELCKE 


Although the nature of his duties have not brought 
him into close contact with the trade, he is intensely in- 
terested in all activities pertaining to the essential oil in- 
dustry and in its progress and that of his company. He 
now looks forward with keen anticipation to the new 
quarters which the firm will occupy after October 1 in 
the Port of New York Authority building, representing 
in this new location another marked stride forward in 
the expansion of the space, the facilities and the per- 
sonnel of the firm. 


Gilbert Cosmetic Discontinued 


The recently formed Gilbert Cosmetic Co., at 4338 
West Fort street, Detroit, has been discontinued. Cy- 
rena Gilbert was the proprietor. 
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Wisconsin Pharmacists to Hold Show 


A Wisconsin statewide drug show will be staged 
Oct. 28, 29 and 30 at the Schroeder hotel in Milwaukee, 
under the sponsorship of the Wisconsin Pharmaceutical 
and the Milwaukee County Pharmacists’ associations. 


S. H. Dretzka, South Milwaukee, is chairman of the 
committee in charge of arrangements, which includes 
Jennings Murphy as secretary and Ray Miess as treas- 
urer. 

Committee chairmen include the following: Robert 
Patterson, booths; Arthur Broenen, publicity; A. A. 
Krygier, registration; Clem A. Czerwinski, hotel and 
banquet; Phil Rajski, prizes; Elmer Corfeldt, enter- 
tainment; Morris Tobleske, ticket sales. 

The show will be open to the public on the evening 
of the second day. 


Silver on European Trip 


John A. Silver, vice president of the F. J. Stokes 
Machine Company of Philadelphia, Pa., manufacturers 
of pharmaceutical, chemical and special process equip- 
ment, is on an eight weeks’ trip through England and 
the continent where he will visit a number of plants 
in the various fields served by his company and study 
conditions with a view to enlarging Stokes’ manufac- 
turing and sales facilities abroad. 


Alsop’s Pittsburgh Representative 


Alsop Engineering Corp., New York, has just ap- 
pointed George E. Wilcox its representative in the Pitts- 
burgh territory. Mr. Wilcox has acquired a great deal 
of knowledge concerning liquid processing machinery 
and methods through his many years of experience as 
a sales engineer in kindred fields. His office is located 
at 1201 Metropolitan street, Pittsburgh, Pa. 


Florasynth’s Coast Branches 


The new Los Angeles office of Florasynth Labora- 
tories, Inc., has been made the headquarters of the com- 
pany on the Pacific coast, under the personal super- 
vision of Dr. Alexander Katz, secretary of the concern. 

Warehouse facilities on the coast have been increased, 
and this now assures prompt delivery of merchandise 
in that territory. Two separate departments have been 
established, one for perfume and cosmetic supplies, lo- 
cated at 4667 Hollywood boulevard, and the other 
exclusively for flavoring materials, housed in the ad- 
joining building at 4665 Hollywood boulevard. Charles 
J. Horney is in charge of the perfume and cosmetic 
supplies department. He is well known to the trade, 
having traveled in Europe for the Florasynth organi- 
zation, and was at one time connected with the essen- 
tial oil and chemical department of the Amtorg Trad- 
ing Corp., in New York. 

Paul G. Fourman, Sr., and his son, Paul G., Jr., who 
is a graduate in chemistry of the University of Michi- 
gan, have been transferred to the San Francisco branch 
at 524 Washington street. This office is in charge of 
Dr. Katz’ son, Leonard, who is at present travelling 
to New York via the Panama Canal. 


The American Perfumer 








cee, 
ical 


aS- 
ert 


nd 


er- 


ing 


Deane Heads Pharmaceutical Conference 


Harold Deane, B.Sc., F.LC., Ph. C., has been 
elected chairman of the British Pharmaceutical Con- 
ference for 1935-6. He is works manager and chief 
chemist at the Long Melford works of Stafford Allen & 
Sons, Ltd., represented in the United States by Ungerer 
& Co., New York. The Seventy-second Annual Meet- 
ing of the Conference, was held in June at Belfast, 
Dr. F. W. Crossley-Holland, who delivered an address 
dealing with “The Relationship of Pharmacy to Medi- 
cine,” presiding. Among the papers read at the Con- 
ference, two may be mentioned as of interest to the 
flavoring extract trade. C. L. M. Brown presented a 
paper (read by Mr. Boyes) on “Propylene Glycol as a 
Pharmaceutical Solvent.” The solubility of propylene 
glycol in other solvents, and of various substances in 
propylene glycol, had been studied, and the results were 
detailed. The author stressed the possibility of toxic 
effect of glycol solvents owing to the production of 
poisonous diethylene oxide after ingestion. Propylene 
glycol had been selected for study because it was less 
toxic than ethylene glycol, and was probably innocuous. 
H. Berry read a paper on the “Examination of Capsicum 
Extractives.” The pungent principle of capsicum is 
soluble in both alcohol and ether; and a satisfactory 
and very pungent oleo-resin can be obtained by first 
extracting with ether, and then extracting with alcohol 
the residue remaining after evaporation of the ether. 
The fraction which remains after this latter extraction 
is a non-pungent, neutral, dark red oil. Extraction 
with alcohol of the ether-exhausted marc yields a thick 
red liquid devoid of pungency; while water-extraction 
of the exhausted marc yields a non-pungent, dark brown 
solid extract. The red oil is soluble in ether, but not 
in alcohol; the thick red liquid is soluble in alcohol and 
not in ether; while the dark brown extractive is soluble 
in neither. 


New British Companies 


Colloidal Detergents of Australia, Ltd., has been 
registered as a private company with a capital of £5,000, 
to carry on the business of manufacturers of and dealers 
in graded and sterilizing detergents for various pur- 
poses, including use in toilet requisites. The com- 
pany’s solicitors are Messrs. Ward, Bowie and Co., of 
London. 

Davis Petrol Soap Co., Ltd., has been registered as a 
private company with a capital of £1,000 to carry 
on the business of manufacturers and merchants of 
soap and its derivatives and by-products, and to adopt 
an agreement with Inzersdorfer Chemische Gesellschaft 
m.b.h., of Inzersdorf, Austria, whereby the company 
will manufacture or cause to be manufactured under 
license and will sell its soap products. The first di- 
rectors are John H. Davis of London (director of Gloria 
Products, Ltd., and other companies) and Sir James 
Adam, C.B.E., K.C., of Earls Colne, Essex, England. 


Averon Opens Canadian Branch 


Averon Cosmetics, Inc., New York City, has opened 
a Canadian branch under the name of Canadian Cos- 
metics with offices at 427 Saint Francois Xavier street, 
Montreal, Canada. The parties in interest are J. T. 
Wait, Louis Kronish and David Schlesinger. 
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European Beavty Queen Selected 


Carnival reigned at Torquay, which has been well 
described as the Riviera of Devon, England, during the 
week commencing July 1. Fifteen beauty queens (and 
their chaperones) were present. They had been ad- 
judged winners of national beauty competitions in 
Belgium, Czecho-Slovakia, Danube, Denmark, France, 
Great Britain, Greece, Holland, Hungary, Italy, Nor- 
way, Rhenanie, Russia, Spain, and Tunis. On Satur- 

































day, July 6, judging of the relative merits of the 
beauty queens took place by an international jury, the 
British representative being the Marquess of Donegal. 
Miss Spain (Alicia Navarro) was declared the win- 
ner, and bears the proud title of ‘Miss Europe 1935.” 
The accompanying photograph shows Miss Spain wield- 
ing a hammer, while Miss Czecho-Slovakia (Trude 
Boehm) is being shod by the blacksmith at the old 
forge at Cockington, the beautiful village in the 
Borough of Torquay which is well-known to thousands 
of American visitors. We offer our congratulations to 
Alicia Navarro, and feel that the judges must have 
had a difficult task in selecting out from such a bevy 
of beauty, one girl more lovely than the rest. 


Louise Rogers in New Quarters 


Louise Rogers, Inc., Larchmont, N. Y., advises us 
that it has moved to larger quarters at 4 Vine street. 
The telephone number remains the same, Larchmont 
411. 
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Ruling Changes Container Status 


In a surprise ruling published July 22, the Treasury 
Department has again changed its attitude regard- 
ing the taxability of containers for toilet preparations 
under the meaning of the manufacturers’ excise tax. 
Heretofore expensive containers such a fancy compact 
cases and the like have been held to be “jewelry” and 
hence exempt from the cosmetic provisions of the law. 
The new ruling makes these containers taxable in all 
instances in which their chief use is as a container. 
Apparently this would exempt cigarette cases and the 
like in which provision is made for a small quantity 
of cosmetics. It would, however, include vanity cases, 
no matter how expensive or what materials they might 
be made. 

The text of the ruling follows: 

“REGULATIONS 46, ARTICLE 22: 

Scope of tax. 

(Also Section 619, Article 10.) 
“Meaning of the words ‘coverings and con- 
tainers’ used in section 619(a) of the Revenue Act 

of 1932 as applied to toilet preparations. S. T. 559 

(C. B. XI-2, 459) modified. 

“Inquiry is made relative to the meaning of the 
words ‘coverings and containers’ used in section 619 (a) 
of the Revenue Act of 1932 as applied to toilet prepa- 
rations. 

“Section 603 of the Revenue Act of 1932 imposes a 
tax of 10 per cent upon the price for which toilet 
preparations are sold by the manufacturer, producer, 
or importer. Section 619(a) of that Act provides in 
part as follows: 


et 


XIV -29-7602 
S. T. 815 


* * In determining, for the purposes of this 
title, the price for which an article is sold, there 
shall be included any charge for coverings and 
containers of whatever nature, and any charge in- 
cident to placing the article in condition packed 
ready for shipment, * * * 

“With respect to whether certain cigarette cases, 
vanity cases, etc., of considerable value, which con- 
tained a small quantity of rouge and/or face powder, 
were ‘containers’ within the meaning of section 619 (a) 
of the Revenue Act of 1932, it was held in S. T. 559 
(C. B. XI-2, 459) that— 

“The mere fact that a small quantity of cos- 
metics of negligible value is placed in a valuable 
case does not warrant the conclusion that the lat- 
ter is a container within the meaning of section 
619. The only real consideration for the price 
paid is the value of the case and not the compara- 
tively negligible value of the cosmetic which is 
included to display or set-off the case. Therefore, 
such cases are not containers for the cosmetics, 
within the meaning of section 619. 

“The containers considered in S. T. 559 were pri- 
marily containers for cigarettes, or for articles usually 
carried in vanity cases, such as a comb, mirror, nail 
file, coin purse, etc. The addition of a space for cos- 
metics was merely incidental. The conclusion reached 
in that ruling was based upon the comparative values 
of the container and the toilet preparation therein. Sec- 
tion 619(a) specifically provides, however, that ‘any 
charge for coverings and containers of whatever na- 
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ture’ shall be included in determining the sale price 
of any article covered by Title IV of the Revenue Act 
of 1932. There is no authority in the law for exclud- 
ing the charge for a container in determining the sale 
price merely because of its higher value as compared to 
the value of the toilet preparation contained therein. 
A case or compact, no matter how elaborate, which 
serves no useful purpose other than a covering for, or 
container of, a toilet preparation, is obviously a cover- 
ing or container within the meaning of section 619(a). 
However, such an article which is primarily designed 
for another purpose but incidentally contains a small 
quantity of a toilet preparation is not a covering or 
container of cosmetics within the meaning of section 
619(a). The foregoing construction of the statute is 
consistent not only with the general purpose of the 
Act to tax luxuries but also with the intent of sec- 
tion 619(a). 

“In view of the foregoing, S. T. 559 (C. B. XI-2, 
459) is modified to hold that the dominant or primary 
purpose of the container, rather than the comparative 
values of the container and the toilet preparations 
therein, constitutes the test of taxability under the 
law.” 

Protests against the new ruling have been heard in 
the industry and the Drug and Chemical Section of the 
New York Board of Trade, Inc., is planning to take 
steps leading to a formal protest in the matter. 


Rosendahl In London 


Edward Rosendahl, vice-president and general man- 
ager of Glyco Products Co., Inc., visited England dur- 
ing July, partly to call upon the firm’s British repre- 
sentatives, Messrs. Rex Campbell & Co., Ltd., of 
London, and partly to see the old folks in Lancashire 
again. Interviewed at the offices of Messrs. Rex Camp- 
bell & Co., Ltd., by our London correspondent, Mr. 
Rosendahl said he was impressed by the spirit of optim- 
ism prevailing in business circles in England; and by 
the strongly marked tendency to modernism. The lat- 
ter was particularly marked in the big use made of 
plastics for a diversity of purposes, and in the fact that 
old conventions concerning dress seemed largely to 
have been abandoned. Quoting Mrs. Rosendahl, who 
accompanied him on his trip, he said that English girls 
made up quite as well, or even better, than American 
girls, and very much better than girls in France. Pre- 
vailing prices for cosmetics were much the same in 
England as in America; but he was surprised to find so 
little use made of facial tissues, which seemed difficult 
to obtain in London and of unsatisfactory quality. 


Radio Advertising Increases 


Radio’s proportion of the advertiser’s dollar in 1934 
showed a 14% increase over its share of expenditures 
in 1933—a gain higher than that of any other adver- 
tising medium as shown in the annual figures, recently 
released by the A.N.P.A. Bureau of Advertising. 


In a bulletin, “Newspaper, Magazine, and Broadcast 
Expenditures in 1934” compiled by the Bureau of Ad- 
vertising, the figures indicate a definite lead for radio 
in the strategic shifting advertising appropriations. 
Magazines showed the only other gain for the year. 
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Foreign Branch Plants in Germany 


To surmount the difficulties of conducting a direct 
export trade in” finished cosmetic preparations foreign 
manufacturers of these products have established branch 
or licensed plants in Germany. This movement of 
establishing branches has attained considerable propor- 
tions. While the high import duties on finished prod- 
ucts, especially those containing alcohol, as compared 
with semi-finished materials, were an important factor; 
but other considerations, like better selling facilities 
offered by branch establishments, representatives, or li- 
censees, contributed strongly to this branch develop- 
ment. The nature of the branches varies considerably, 
ranging from primarily large sales establishments with 
storage depots and small plants acting as “feeder plants” 
to those manufacturing the complete products. 

Because of the existence of these branch establish- 
ments, the figures of imports of officially classified per- 
fumery and cosmetic products do not constitute a true 
index of the complete participation of foreign manu- 
facturers in the German cosmetic trade. It is esti- 
mated that in the peak year 1928 the sales of the 34 
foreign branch establishments in Germany amounted to 
between 3 and 5 million marks, or approximately an 
amount equivalent to the total value of the direct im- 
ports of finished products. Including these sales, the 
total turnover of foreign concerns in the German 
cosmetic and perfumery market in 1928 probably at- 
tained 10 million marks. 

Of the 27 assembly plants, 7 were American, 2 
British and the remaining 18 French; while of the 7 
subsidiary or licensed manufacturing plants, 4 made 
American, 1 Britsh, 1 Russian and 1 Hungarian prod- 
ucts. In addition to these concerns, there are at least 
two important concerns ultimately controlled by for- 
eign interests which, however, are generally regarded 
as purely German, namely, the Elida A.G., manufac- 
turing a complete line of cosmetics, the shares of which 
are held by the Georg Schicht A.G., of Berlin, a sub- 
sidiary of the British Unilever soap group, and the 
Lingner Werke A.G., of Dresden, the majority stock 
control of which was held by the Amsterdam banker 
Martin Sternberg. 

While most of the well-known French perfumery and 
cosmetic concerns have branches in Germany, there are 
a number of notable exceptions which restrict them- 
selves to maintaining large sales representations for 
conducting their German trade.—(Consul Sydney B. 
Redecker, Frank fort-on-Main. ) . 


Volatile Oils from Madagascar 


Exports of volatile oils from Madagascar during 1934 
decreased over 5,000 kilos. The decline was most notable 
in exports of clove oil. The table below shows the 
changes in shipments of the various oils, which, as a 
rule went to France: 


1933 1934 1933 1934 

Kilos Kilos Kilos _Kilos 
Geranium oil 663 791 Cinnamon 2,998 
Ylang-Ylang 23,026 22,377 Patchouli 701 567 
Clove 142,654 127,005 Basil (thyme) 111 40 
Lemon grass 48,966 §2,179 Others 1,197 1,824 


(Vice Consul Davis R. Levis, Paris.) 
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Because they deemed present laws inadequate from 
a health standpoint, and considered their retention an 
aid to greedy commercial interests, the 83d annual con- 
vention of the American Pharmaceutical Association, 
in a three-day session in Portland, Oregon, heartily 
approved national legislation such as the Copeland bill, 
now before Congress. Such a bill when enacted into 
law will protect the public’ by bringing old federal 
food and drug laws up to date, taking supervision over 
advertising and placing cosmetics under federal con- 
trol, delegates agreed. Approximately 400 delegates 
from all sections of the country participated in the 
conclave. 

Dr. Patrick H. Costello, practicing pharmacist of 
Cooperstown, N. D., was installed as president of the 
association, succeeding Dr. Fischelis, at the final conven- 
tion session. The photograph shows Dr. Costello, right, 
accepting the official gavel from Dr. Fischelis. 

Dallas, Tex., was named by the house of delegates 
as the 1936 convention city. 

The Ebert award, a gold medal, given for the most 





Dr. CostELLo, RIGHT AND Dr. FIsCHELIS 


meritorious scientific research paper submitted at the 
last previous annual convention, was presented to Mar- 
vin Andrews, professor of pharmacy at the University 
of Maryland. Dr. H. C. Christensen of Chicago, chair- 
man of the Association’s committee in charge of ex- 
hibits at the Century of Progress exposition, was given 
a plaque in recognition of his services. 

With Dr. Costello, new president, the following 
officers were installed: vice-president, Dr. Frank A. 
Delgado, Washington, D. C., chief of the medicinal and 
toilet preparations section of the United States De- 
partment of Commerce; second vice-president, Dr. J. 
Lester Hayman, dean of the pharmacy school at Uni- 
versity of West Virginia, Morgantown; and Dr. James 
H. Beal, Fort Walton, Fla., Dr. C. H. LaWall, Phila- 
delphia, and Dr. R. L. Swain, Baltimore, member of 
the department of food and drug commission for Mary- 
land. 
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Johnson Marries American Singer 


We have to congratulate $. C. Johnson, general 
manager of Morny Ltd., London, the world-famous 
firm of British perfumers, on his marriage to Miss Elena 
Danieli. The happy event took place on June 29, and 
the ceremony was followed by a reception at the Park 


Mr. AND Mrs. S. C. JOHNSON 


Lane hotel, London. Before her marriage, Miss Danieli 
was an American citizen. She is famous in England 
for her beautiful coloratura soprano voice. She has 
sung at Covent Garden, the Albert Hall, and the 
Queen’s Hall, London, and will be broadcasting next 
month from London (B.B.C.). We wish the newly 
married couple every happiness. 
should make a happy combination. 


Perfume and song 


Lawrence Ley Joins Seeley 


Seeley Tube & Box Co., Newark, N. J., advises us 
of the appointment of Lawrence Ley to its sales staff. 
Mr. Ley will cover the metropolitan territory where he 
has been engaged in packaging work for about eight 
years. 


Emery Industries Acquires Duratone 


Emery Industries, Inc., Cincinnati, has purchased 
Duratone Inc., manufacturer of laundry soap in Cin- 
cinnati for fifteen years. E. C. Price, president of the 
Duratone company, will continue as manager of this 
division of the Emery organization. 


Felton Enlarges Laboratories 


Felton Chemical Co., Brooklyn, N. Y., is now en- 
larging its laboratories which will considerably increase 
its research facilities. The addition is being made to 
the second floor and is rapidly nearing completion. 


A. W. Paull Recuperating 


The many friends of A. W. Paull, Sr., general 
manager of the Wheeling Stamping Co., Wheeling, 
W. Va., will be gratified to learn that he is recuperating 
from his recent critical illness. 
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Scientific Committee Appointed 


Frank A. Blair, president of The Proprietary Asso- 
ciation, has announced the appointment of a committee 
of scientists who will collaborate in research activities 


of the association’s Scientific Section. In addition to 
the committee, Mr. Blair said a Board of Advisers would 
be named in the near future. 

The complete Scientific Committee is as follows: 
George F. Reddish, chairman—chief bacteriologist of 
the Lambert Pharmacal Co., St. Louis, Mo. Frederick 
J. Cullen, former chief of drug control of the United 
States Food and Drug Administration, now general 
representative of The Proprietary Association, Wash- 
ington, D. C. Samuel T. Helms, medical director and 
superintendent of laboratories for the Emerson Drug 
Co., Baltimore, Md. John Paul Snyder, chief chemist 
and director of research, Norwich Pharmacal Co., Nor- 
wich, N. Y. John R. McClelland, vice president and 
director of research, Kolynos Co., New Haven, Conn. 

A survey of the industry’s laboratory and research 
facilities is now being conducted by the committee. The 
first meeting of the reorganized Scientific Section will 
be in New York City early in September. 

In a bulletin to members of the section, Dr. Reddish 
announced that one of the projects of the Scientific 
Section has to do with correcting false statements made 
by pseudo-scientists and radical books relative to package 
medicines. 


London Hospital’s Gift to Queen 


Westminster Hospital, London, was established nearly 
300 years ago, and was the first of the voluntary hos- 
pitals. During June 25-29, a Fair was held in Dean’s 
Yard, Westminster, on behalf of the hospital’s re- 
building fund. Lavender water, prepared in the phar- 
maceutical department of 
the hospital, according to 
a traditional type of old 
English formula, was on 
sale at the Fair, and at- 
tracted much attention. 
H. M. Queen Mary visited 
the Fair, and F. G. Ho- 
bart, pharmacist to the 
hospital was presented to 
Her Majesty. She gra- 
ciously accepted a flagon 
of the lavender water in 
question. Interviewed by 
our London correspondent, 
Mr. Hobart said: “As you 
are no doubt aware, half 
a century ago, musk was 
medicine as an anti-spadmodic. For years, 
however, it has gone out of employment for this 
purpose. In the vaults of the Westminster hos- 
pital, we had a stock of musk, originally acquired 
for medicinal use. It has maturing and 
sweetening during the employed 
in making our 18th century type lavender water 
sold at the Fair. Hence, it has been utilized, 
though indirectly, for the purpose originally intended, 
since it has provided money for the purchase of more 
modern drugs for the relief of suffering and pain.” 
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William J. Sullivan 


William J. Sullivan of Hagerty Bros. & Co., New 
York, died July 21 of a heart attack. He was 60 years 
old, and had been connected with the Hagerty organi- 
zation for the last 35 years. 


Dr. Arthur Dehon Little 


Dr. Arthur Dehon Little, one of America’s best 
known chemists died suddenly August 1 at Northeast 
Harbor, Me., at the age of 71. Dr. Little was a native 
of Boston and most of his life was spent in that city. 
He was educated in the public schools, the Berkeley 
School in New York and 
Massachusetts Institute of 
Technology from which 
he was graduated. For 
many years he practiced 
chemical engineering in 
Boston and in 1909 
founded his own research 
organization under the 
name Arthur D. Little, 
Inc. During his career he 
received almost every 
honor open to chemists 
and was the only Ameri- 
can ever elected president 
of the British Society of THE Lat 
Chemical Industry. He Dr. A. D. Litt 
also had been president of the two other largest chem- 
ical societies in the world, the American Chemical So- 
ciety and the Institute of Chemical Engineers. 

During the war Dr. Little was in charge of special 
researches on acetone production, smoke filters and other 
supplies for the Signal Corps and Chemical Warfare 
Service. 

He held honorary degrees from the University of 
Pittsburgh, Tufts College and the University of Man- 
chester, England. He was a member of several scien- 
tific societies and a fellow of the American Academy 
of Arts and Sciences. He belonged to the Century, 
Bankers and Chemists Clubs of New York and to the 
Union, Examiner, Odd Volumes and St. Botolph of 
Boston. He was the author of “Chemistry of Paper 
Making,” “The Handwriting on the Wall” and “The 
Fifth Estate.” 

He married Henrietta Rogers Anthony of Boston on 
Jan. 22, 1901. 


Arthur C. Roche 


Arthur C. Roche, treasurer of Lever Bros. Co., Cam- 
bridge, Mass., died in Boston, July 18, at the age of 
§1, after a month’s illness. He was born in Westerly, 
R. I., and attended school there and in Boston. After 
being graduated from Boston University Law School 
in 1909, he became associated with the Loose-Wiles 
Biscuit Co. as general manager, and in 1920 he left 
that organization to become treasurer of Lever Bros. 
Co. He is survived by his widow, a son, Arthur T. 
Roche, a daughter, Miss Edith Roche, and a brother, 
Clarence Roche. 
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Coming Conventions 


Perfume and Cosmetic Buyers Conference and Ex- 
hibition, Hotel Commodore, New York, September 9- 
32, 3333. 

Eastern States Exposition, Springfield, Mass., Sept. 
15-25, 1935. 

Federal Wholesale Druggists Association, Hotel Stat- 
ler, Buffalo, N. Y., September 17-19, 1935. 

National Association of Retail Druggists, Nether- 
land-Plaza hotel, Cincinnati, O., September 23-24, 
1935. 

Drug Trades Exposition, Grand Central Palace, New 
York, October 15-17, 1935. 

National Hairdressers’ and Cosmetologists’ Associa- 
tion, Hotel Pennsylvania, New York, October 13, 
19335. 

United Medicine Manufacturers of America, Wal- 
dorf-Astoria hotel, New York, October 17 and 18, 
1935. 

American Bottlers of Carbonated Beverages, Fifth 
Regiment Armory, Baltimore, Md., November 18-22, 
1935. 

Exposition of Chemical Industries, Grand Central 
Palace, New York, December 2-7, 1935. 


Joseph H. Gerathy 


Joseph H. Gerathy, sales executive of S. B. Penick 
& Co., New York, died suddenly of a heart attack on 
July 20, at the age of 58. Mr. Gerathy was born in 
Ireland, and after coming to the United States devoted 
his entire life to the drug industry, where he made a 
host of friends. He was at one time associated with 
the old firm of John C. Wiarda & Co., and for many 
years operated his own drug brokerage business. e 
was also associated with Chas. L. Huisking & Co., 
American Druggists’ Syndicate, J. L. Hopkins & Co., 
McKesson & Robbins, Inc., and other houses. His wife 
and seven children survive. 


George Zwicky 


George Zwicky, retired soap manufacturer, died at 
his home in Springfield, Ill, August 7 at the age of 
90. Mr. Zwicky was born in Switzerland but came 
to this country with his family at the age of 8. His 
father, a soap maker, established the M. Zwicky Soap 
Manufacturing Co., in Madison, Wis., and in 1876, 
upon his father’s death, Mr. Zwicky and his brothers 
took over its management and operation. They moved 
the plant to Springfield in 1890 and six year’s later, 
Mr. Zwicky took complete control of the company. 
In 1905, he retired from business and has lived in 
Springfield since, taking great interest in civic and co- 
Operative commercial affairs. 

Mr. Zwicky was the first to discover a floating soap 
and for years his company manufactured “U. S. Navy 
Floating Soap” which enjoyed a considerable sale. He 
was successful in upholding his claim in patent litiga- 
tion when another company attempted to patent float- 
ing soap. 

He leaves a widow, a daughter and a grand-daughter. 
Funeral services were held in Springfield, August 9 and 
interment was in Oak Ridge cemetery. 
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Chicago News Notes 


HE Golf Tournament of the Chicago Perfumery 

Soap & Extract Association and the Chicago Drug 

& Chemical Association is being held at the Bob- 
O-Link Country Club August 20. They will act as 
hosts to the Allied Drug and Cosmetic Association of 
Michigan, which is bringing about 25 of their star 
players over to Chicago for a friendly golf match. The 
Chicago group have made plans for a gala day and 
have secured a fine assortment of prizes which will be 
distributed on the handicap plan. In addition, enter- 
tainment will follow the golf game, and regardless who 
wins the trophy, which will be contested for every 
year, it is certain that good fellowship will be the out- 
standing feature of the day. 


Baldwin Perfumery Reorganized 


The Baldwin Perfumery Co. located at 412 Orleans 
street, Chicago has been succeeded by W. W. Baldwin 
operating under the trade style of Baldwin Perfumer. 

W. W. Baldwin purchased the trade marks and good 
will of the business at the receivers’ sale May 22 and 
along with other assets purchased from H. E. Lancaster 
will continue the business at the same address. Mr. 
Baldwin has been associated in the perfume and toilet 
goods business for the last 30 years and expects to add 
several new items to the Baldwin line. It is his sincere 
hope that he may, continue to enjoy the same co-opera- 
tion and support from the drug and department store 
trade which has been the good fortune of The Baldwin 
Perfumery Co. for so many years. 


Koster a Chicago Visitor 


Fred Koster, associated with the Koster-Keunen, Say- 
ville, L. I., New York was a Chicago visitor recently. 
He was accompanied by his brother Benjamin Koster 
and his fiancee Miss Keunen. Benjamin Koster arrived 
from Holland several weeks ago and is touring the 
United States for several months, studying methods of 
manufacturing, etc., and upon his return to Holland 
will enter the Amsterdam University. 


Bovill Gains Silver Medal 


The silver medal of the Royal Society of Arts has 
been awarded to E. W. Bovill, of Messrs. R. C. Treatt 
& Co., Ltd., of London, for his recent lecture to the 
Society on “Empire Production of Essential Oils for 
Perfumery.” 


Dewell Made Kentucky Colonel 


Wilburn Dewell, vice-president of McKesson & 
Robbins, Inc., Bridgeport, Conn., and assistant to F. 
D. Coster, president, has been made a Kentucky Colonel 
by Governor Ruby Laffoon. 


Monsanto Moves Chicago Office 


Monsanto Chemical Co., St. Louis, and subsidiaries 
has advised us that its Chicago offices are now located 
in the Tribune Tower building. The telephone is 
Superior 2403. 
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New Products and Processes 


NDER this heading are published brief articles 
concerning interesting new products and processes 
offered in the industry. The material is in every instance 
furnished by the sponsor of the product and the article 
is not to be considered an endorsement by this journal. 


Commercial production has just been started on a 
new water-soluble “resin,” by Glyco Products Co., Inc., 
New York, which they call ‘““Abopon.” This product 
is an odorless water-white liquid “resin” soluble in 
water but not soluble in any other liquid. It is a 
pure complex chemical compound and not a mixture, 
“Abopon” forms films within a few minutes on dry- 
ing in the air. It dries to a smooth, non-tacky, flex- 
ible, glossy film. It is neutral and non-hygroscopic, 
and spreads readily. It is more viscous and denser than 


glycerine. It is entirely inorganic and is non-com- 
bustible. It is not affected by moderate amounts of 
strong acids or alkalies. It possesses strong adhesive 
properties. 


Its indicated uses are as a suspending medium for 
pigments and abrasives and as a grinding medium for 
colors and pigments. As a wetting medium for pectin, 
gum tragacanth, gum karaya, and other water swelling 
materials, it prevents lumping and hastens dispersion. 
It is a heat insulator and can be used as a binder for 
inorganic and organic materials. 

In cosmetics it is replacing water swelling gums as 
it “sets” the hair and doesn’t leave a visible residue, 
nor does it require a preservative. In liquid face 
powders and night whites it suspends zinc oxide and 
titanium pigments excellently. It has no injurious ef- 
fect on the skin and washes off readily with water. 





Circulars, Price Lists, Etc. 


Alsop Engineering Corp., New York.—"Labelit” 
Bulletin—A new 6-page bulletin in two colors just 
issued by Alsop Engineering Corporation, New York 
describes the recently developed “Hy-Speed” ‘‘Labelit” 
and “Stixit.” The “Labelit” is a newly constructed 
label paster; “Stixit” is a machine designed to press 
wet gummed labels onto bottles or other containers. 
Other units described in the bulletin include filters, 
filter discs, mixers, and bottle fillers. Copies of the 
new mailing piece are being sent on request. 


Schimmel & Co. Inc., New York.—Price List, 
August, 1935.—Very comprehensive list of essential 
oils, aromatic chemicals, flavors, resinoids and extrols, 
well known Schimmel flower oils, bases and other spe- 
cialties, synthetic essential oils, and terpeneless oils 
which the company can supply to its customers. 





Clifton Chemical Co., Inc., New York.—‘ Base 
and Liquid Shampoo”.—Circular describing the com- 
pany’s various shampoos, shampoo base, shaving cream, 


etc. The firm has recently modernized its containers 


and these are attractively illustrated in the circular. 
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Columbia Broadcasting System, Inc., New York. 
—Day and Night CBS Listening Areas.—A very hand- 
somely bound,”and attractively printed book, weigh- 
ing over three pounds, devoted to the difference in 
daytime and nighttime coverage of the same broad- 
casting station. Contrasting night and day listening 
areas have been separately and scientifically charted for 
each CBS station, and the contents of the book include 
196 individual station maps and market data for 


night and day. 


National Association of Manufacturers of Fruit 
and Flavoring Syrups, Chicago, Ill.—Regulations 
covering the manufacture and production of orangeade 
and percentage of orange juice to be contained in 
orangeade.—Compilation of regulations promulgated by 
the Food and Drug Administration of the United States 
Department of Agriculture, and the various state food 
officials. Copies may be obtained by writing to the 
Association’s headquarters at 1261 First National Bank 
building, Chicago. 


Anchor Cap & Closure Corp., Long Island City, 
N. Y.—One Sells for a Dime the Other for $42.30.— 
Folder illustrated with packages of expensive drugs 
and cosmetics as well as popular priced items, all 
capped with Anchor closures. A business reply post 
card is enclosed, which invites manufacturers to send 
for descriptive booklet. 


Stokes & Smith Co., Philadelphia, Penn.—"Cut 
Packaging Costs with Fillers”.—Folder illustrated with 
a variety of S & §S fillers, and also a number of pack- 
ages which are filled with these machines. A business 
reply card which is enclosed states that complete in- 
formation about the company’s packaging equipment 
will be sent on request. 


Givaudan-Delawanna, Inc., New York.—“The 
Givaudanian”, July 1935.—The company’s regular 
monthly house organ containing information about 
some of its products and news of the trade. A very 
interesting little article entitled ‘““You Can’t Afford to 
Gamble with Uniformity” points a moral for uniform 
oils. 


Dodge & Olcott Co., New York.—Reference and 
Price List, August-September, 1935.—Company’s regu- 
lar price list on essential oils, flavors, oleo resins, vanilla, 
aromatic chemicals, etc., for the drug, food, confec- 
tionery, perfumery, and soap industries. 


Commercial Solvents Corp., Terre Haute, Ind. 
—Alcohol Talks, Number 126, July 1935.—This num- 
ber is devoted to butyl alcohol, its personality, and dis- 
cusses the subject in some length. 


General Drug Co., New York.—Face Powder Base 
Z.—A mimeographed letter explaining this product in 
some detail, and also a description of the company’s 
“Cremolin”. 
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Book Reviews 


Proper Use of Volatile Solvents 


Wie SetzeEN Wir Die VERLUSTE AN FLUCKTIGEN 
LosUNGSMITTELN HeERAB? (How Do We Decrease the 
Loss of Volatile Solvents?) by Dr. E. Schwarz, 150 
pages. Allgemeiner Industrie-Verlag G.M.B.H., Ber- 
lin. (German) 


This book is divided into the following general sec- 
tions: physics and chemistry of volatile solvents; in this 
section the author goes into detail regarding the nu- 
merous phenomena that must be reckoned with in using 
volatile solvents. Definitions of terms and properties 
are included. In another section is a fairly detailed dis- 
cussion of the physics and chemistry of solutions. Here 
the influences affecting viscosity, and the different kinds 
of solutions are considered. The author spends a sec- 
tion on methods used to decrease loss of volatile sol- 
vents and another on the reclamation of volatile sol- 
vents. In the specialized part of the volume, five 
sections deal with the industries manufacturing cellulose 
esters; rubber, gutta percha etc.; resinous products; 
extraction industries and what the author classifies as 
diverse industries. A supplement is devoted to various 
methods of manufacture of solvents. 

This book is useful for the highly specialized tech- 
nician in the solvents industry, where he can under- 
stand complicated charts, systems and plant layouts of 
factories both manufacturing solvents and using them 
in some technical process. 

M. G. bE NAVARRE 


Hair Preparations 


Haarwasser, by H. Schwarz, Verlagsgesselschaft R. 
Muller m.b.h., Germany. Heft 1, 88 pages. 1931. 
In German. 


This booklet is divided into two parts. The first 
part deals with the pharmacology of the various drugs 
and chemicals used in hair tonics and other hair prep- 
arations. The second part discusses formulation cf 
products. An interesting data in the first part of 
the booklet is the table of solubilities of some com- 
pounded perfume specialties sold in Europe, some of 
which are known here too. In the section on formu- 
lation, perfumes for the different hair preparations are 
described and formulas given. M.-G. pvEN. 


Report on Dental Preparations 


Acceptep DENTAL ReEMeEDIEs 1934, The Council on 
Dental Therapeutics, American Dental Association, 
Chicago. 


This is an annual publication of the Council of the 
A. D. A., and is similar to its prototype, the 
N. N. R. of the A. M. A. It is interesting to note 
that precipitated chalk, di-calcium and _ tri-calcium 
phosphate are acceptable as dentifrice ingredients. On 
page 82 starts a section called “Dentifrices.” In this 
section the several accepted dentifrices are listed with 
their respective composition. For those interested in 
this part of the book, it is a good investment. 

M. G. DEN. 
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New Companies 


Cosmetic and Novelty Mart, Inc., 222 W. North 
Bank drive, Chicago, Ill., buying, selling, manufactur- 
ing and distributing of cosmetics and novelties, 100 
shares par value. Incorporators: Robert B. Karoff, 
David Amromin and S. I. Arnopolin. Filed by Abrams, 
Sherman & Lewis, 188 W. Randolph street, Chicago. 

The Tho-Radia Corp., New York, perfumes, cos- 
metics, toilet accessories, 500 shares preferred, $100; 
1,000 shares common, $1. Incorporators: Leo Frankel, 
51 W. 86th street, Arthur S. Goodwin, 242 W. 19th 
street, Howard E. Roos, 2 Rector street, all in New 
York. Filed by Coudert Bros., 2 Rector street, New 
York. 

Di-A-Sol Co. Inc., New York, cosmetics, drugs, etc., 
200 shares no par value. Incorporators: Geo. A. En- 
right, 551 Fifth avenue, Roger B. Relkin and Wm. A. 
Charters, 1450 Broadway, all in New York. Filed by 
Geo. A. Enright, 551 Fifth avenue, New York. 

Groat’s Cast-O-Lene Products, Inc., Utica, N. Y., 
soaps, $10000. Incorporators: Edward C. Groat, Cole- 
man’s Mills, N. Y.; George W. Gray, 247 Balmoral 
avenue, No. Hamilton, Ont., Canada. Filed by Fred- 
erick B. Adams, Mayro building, Utica, N. Y. 

Averon Cosmetics, Inc., New York, cosmetics, 200 
shares no par value. Filed by Wm. Walter Frankel, 
270 Fifth avenue, New York. 

Altman Cosmetic Laboratories, Inc., Brooklyn, N. Y., 
cosmetics, $10,000. Filed by J. Chas, Zimmerman, 
225 W. 34th street, New York. 

Dearest, Inc., Detroit, Mich., perfumes and _ cos- 
metics. Incorporators: Leonard L., Gertrude, 
Daniel Healy, Jr. 

Tan Town Co., 446 East Warren avenue, Detroit, 
Mich., general line of cosmetics for colored trade. 


Formed by W. E. Richardson. 

Sari Cosmetics, 3265 Joy road, Detroit, Mich., cos- 
metics. Formed by Sara Gregory. 

General Soap Corp., 513 Peck building, 
Rapids, Mich., 50,000 shares, no par value. 
John J. Vay, Jr., Lakewood, Ohio. 

Porine Laboratory, 256 East Hancock avenue, De- 
troit, Mich., cosmetics. Formed by E. D. McRae. 

Karol Preparations, Inc., New York, cosmetics, 200 
shares no par value. Filed by Henry N. Morse, 2 W. 
45th Street, New York. 


and 


Grand 
Formed by 


Cosmetic Sales Increase in Palestine 


In the pre-war era the use of cosmetics was sternly 
frowned upon by the conservative Mohammedan ele- 
ments of Palestine, and feminine use of make-up of any 
kind was virtually unknown there. A gradual change, 
however, has been taking place in recent years, and a 
growing demand for beauty preparations has been one 
of the features of the Westernization of Palestine. Im- 
ports of all kinds of toilet preparations during the last 
five years have amounted to a value of approximately 
$300,000. About $10,000 worth of American toilet 
products are imported annually by this market. (Con- 


sul Cyril L. Thiel, Jerusalem.) 
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Loneliness on the Road 
(Continued from Page 277) 


was a foreigner, that I might be lonesome on the holi- 
day and sought to cheer me up by this little surprise. 
It happened several years ago, but I have never for- 
gotten it, and many a time when I am on the road 
reading a cold letter from the firm arriving a day or 
so before a holiday, when I’m too far from home to 
even think of getting there, I think of that little 
woman’s thoughtfulness to a stranger in a strange land 
with an appreciation out of all proportion to the thing 
itself. I guess it was because of the contrast between 
business and human relationships.” 

A good friend of mine has a card above her desk 
which reads—‘“NO COMPLAINTS CONSIDERED 
WITHOUT A REMEDY.” It’s a good axiom, and 
I have no intention of mentioning the facts I have 
cited without suggesting a constructive solution. | 
do believe that this loneliness on the road is a more 
serious and important factor than executives in a 
manufacturer’s organization realize, for a discouraged 
representative is a handicap to you, and a cheerful, 
inspired, enthusiastic one a distinct asset, means dol- 
lars and cents to you, and it hasn’t anything to do with 
temperament, either, for these depressing fits of lone- 
liness may descend without warning upon the most 
efficient, capable representative you have, and if there 
is an adequate way of preventing it, it is as essential 
for you to handle it tactfully as it is to manage an 
account well—even more so, for your representative 
contacts many accounts, and the resultant good will 
is undoubtedly accumulative. 


Solving the Problem 


A number of firms have already recognized this as 
a problem, and are working it out in a number of 
ways, yet it is surprising how many manufacturers 
ignore or are entirely ignorant of it. Monthly bulle- 
tins sent out help some, but unless they are keyed 
with or accompanied by a letter in which the per- 
sonal note is struck, they are missing their objective. 

The very best way of all would be to have your 
travelling representatives under the personal direction 
of a Personnel Director, a kindly, comprehending, yet 
eficient woman, whose knowledge of psychology and 
human understanding would enable her to correspond 
with these lonely travellers, who, in discussing their 
problems with her, asking her advice, feeling that she 
really took a personal interest in their welfare, would 
help them keep their sense of well being and was a 
real friend to whom they could write when the old 
morale was a bit low and they needed bucking up. 

A department of this kind would more than pay 
for itself in increased good will and satisfied travel- 
ling representatives. You already do it with your dem- 
onstrators, some of you, why not go a step further 
and follow through with some constructive and com- 
prehensive work along this line where it is sadly needed? 
Some one to talk to by mail, who knew what it was 
all about—for it goes without saying that the woman 
you put in charge should have won her spurs on the 
road herself!—and had experienced the nostalgia and 
discouragements that sweep over the girls on the road, 
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who unless you provide it, are defenseless against this 
loneliness. 

For those manufacturers whose business does not 
warrant including a separate department to handle its 
demonstration and travelling representative problems, 
some one person in the organization—a woman, of 
course—whose judgment can be depended upon, could 
act in the capacity of liason officer between the or- 
ganization and the stores; plan the publicity and pro- 
motion; iron out internal problems that crop up from 
time to time. Or they could be practically planned 
and managed on a consultant fee basis, by any one of 
the several individuals who specialize in this work, and 
who is familiar with the exigencies, outside the or- 
ganization itself, and neither method need be pro- 
hibitively expensive. 

Think it over, Mr. Executive! 





Scientific Management 
(Continued from page 386) 


are moving a step further away from actual sales 
volume; and this is still more the case with household 
washing soaps judged from the purpose for which they 
are used. In earlier work a series of studies had been 
made on flake soaps used last, with results as shown 


in Table 2: 


Table 2. 

Flake soap purchased last by housewives 
Brand Sept. 1932 Oct. 1932 Feb. 1933 
A 24.2 24.4 28.6 
B aa6 19.35 19.2 
Cc eien 18.6 20.5 
D yar 5.4 5.4 


etc. five others 

Although these figures showed a degree of consis- 
tency and doubtless had some significance it soon be- 
came evident that the choice of washing soaps varied 
considerably with the uses to which they were put. 
These uses were: 1. for washing dishes; 2. for fine 
washing, i.e. silk stockings, lingerie, finer dresses; and 
3. bulk or family washing, i.e. sheets, towels, ordinary 
clothes, etc. Each of these uses involved some dif- 
ferences in the forms of merchandising, and adver- 
tising. Therefore a threefold barometer in this field 
was begun, with results like those shown in Table 3. 

Table 3. 


Three barometers for household soaps 


1. Soap used last for bulk or family washing 
~~ “fine washing 
aie Pr ea dish washing 
(In the same 4,000 families, September 4-8, 1934) 
Brand, flake or For bulk For fine For dish 
packaged soaps washing washing washing 
A y 39.6 6.1 
B 2.5 16.6 6.1 
. pe 4.5 73 
D 8.6 FF 9.7 
etc, 
Bar soaps 
K 4.6 11.6 11.1 
L 14.0 8.3 8.3 
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M 5.8 1.2 4.5 

N eel 1.4 as4 

Total percentage flake soap 53.2 78.1 61.2 
si > bar soap 46.8 21.8 38.7 


Wide differences between the proportions of house- 
wives using brands for different purposes will be seen. 
There are also differences in the proportions of flake 
or package soaps, and bar soaps, used in each of the 
three groups. These quantitative differences, without 
any further analyses, give us a measure of two sets of 
influences or beliefs among housewives: first the extent 
to which they believe in flake or ground soaps as com- 
pared with bar soaps in each of the three categories, and 
secondly which brands they prefer in the same three 
groups. 

This is an example of the work done by the Psych- 
ological Corp., but there are many other similar or- 
ganizations, mostly in New York, and one or two in 
Chicago, all engaged on market research. The method 
of visiting so many selected families in so many cities 
would appear to be better and more effective than the 
herculean task of sending out questionnaires through 
the mail, of which only about ten or fifteen per cent 
are returned properly filled in. For instance, General 
Motors Corp. sent out no less than 1,250,000 copies of 
their questionnaire ‘““The Proving Ground of Public 
Opinion” and no more than 213,000 were returned; 
but even this number involved collossal work in sorting 
and tabulating and compiling sales and demand barome- 
ters. Again, the Federal Co-ordinator of Transporta- 
tion sent out about 115,000 copies, of which only 
26,000 were returned. 

For the past four or five years the Psychological In- 
stitute of the University of Vienna has been conduct- 
ing market research with particular emphasis on the 
analysis of motive, in connection with sales of milk, 
beer, shoes, teas, commercial laundrying, and perfumes. 
The work is based on a much freer type of interview 
than that of the New York Psychological Corp., re- 
quiring much more voluminous and detailed answers. 
More data are obtained but the work of tabulating and 
interpretation is much more arduous. An interesting 
account of this method was given in the Harvard Busi- 
ness Review, October, 1934. 





New Zealand Market for Shaving 
Creams 


Shaving creams of the old-fashioned brush-and-lather 
type are used extensively in New Zealand, where there 
is keen competition for the market. The most popular 
cream is made in Australia by a branch of an American 
company. This cream costs (wholesale) 12s. 6d. a 
dozen 2'/,-0z. tubes and retails for 1s. 6d. Next in popu- 
larity comes a locally manufactured cream named 
“Q-tol”, which accounts for 25 per cent of the total 
sales. The remainder of the sales are almost equally 
divided among 11 other well-known brands, of which 
4 are made in Australia by branches of American 
houses, 3 are imported directly from the United States, 
and 4 are manufactured in and imported from England. 
Prices range from 18s. to 22s. a dozen, wholesale, for 
4'4-0z. tubes and from 2s. to 2s. 6d. retail—(Consul 
General Calvin M. Hitch, Wellington.) 


August, 1935 305 





Seek Copeland Bill Changes 
(Continued from Page 223) 


mony and, occasionally, the casting of aspersions on 
the integrity of the chief sponsors of the measure, the 
hearings before the House sub-committee were, on the 
whole highly favorable to its passage. They served to 
disclose intensions of some members to alter the meas- 
ure in the following respects: 

Transfer of enforcement of all food and drug 
laws to the Public Health Service under the juris- 
diction of the Treasury Department. 

Elimination of the term “imminent” as applied 
to those products subject to multiple seizure be- 
cause of being dangerous to health. 

The inclusion of whiskey in the list of products 
subject to adulteration and misbranding pro- 
visions. 


Fischelis Gives General Approval 


Endorsement of the bill and the Campbell amend- 
ment to broaden the seizure powers of the Secretary 
of Agriculture by making it applicable to products 
labeled in a “grossly deceptive” manner was given by 
Dr. Robert P. Fischelis, president of the American 
Pharmaceutical Association. While agreement had not 
been reached by the association on all provisions of the 
measure Dr. Fischelis represented its membership as 
favoring its enactment inasmuch as agreement had been 
obtained on most major provisions. 

He cited the following as reasons for his view that 
the time had come when the present law should be 
strengthened through the medium of the Copeland bill: 

1. The existing law had proven ineffective in coping 
with abuses attendant upon the much wider use of 
cosmetics and new forms of advertising, and public 
health demanded a more realistic statute. 

2. Substantial agreement had now been reached on 
the most important provisions of the bill and con- 
tinued delay over the future of the bill could only be 
harmful to business. 

3. Contemplated modifications to state laws were be- 
ing delayed pending enactment of the Copeland bill. 


Variation Clause Considered 


Dr. Fischelis suggested that the variation clause ap- 
plying to adulteration of drugs be strengthened because 
“it opens the doors to certain types of fraud.” The 
bill states that “no drug shall be deemed to be adult- 
erated under this paragravh because it differs from the 
standards of strength, quality or purity therefor set 
forth in an official compendium, if its standard and 
strength, quality and purity be plainly stated on the 
label.” 

Under this provision, the witness asserted, a 4 per 
cent tincture of iodine could be so labeled and sold 
to the public without its knowledge that the product 
fell short of the standards established by the U. S. 
Pharmacopoeia. He added: 

“If a product does not come up to the official stand- 


ard it should be so labeled.” 
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Of the Campbell amendment authorizing multiple 
seizures for grossly deceptive labeling, Dr. Fischelis 
said: 

“Good manufacturers will not be harmed by the 
provision and those who desire to sell misbranded prod- 
ucts certainly should be regulated.” 

He also appealed to the sub-committee not to divide 
responsibility over enforcement of the pending bill be- 
tween the Federal Trade Commission and the Depart- 
ment of Agriculture. Dr. Fischelis was joined in this 
by Mr. Campbell who said in preceding him on the 
stand: 

“We are not going to interfere with the preroga- 
tives of the Federal Trade Commission in the least. 
We cooperate with the commission fully at the present 
time, giving it such technical advice as is necessary 
concerning articles in question, but the co-operation 
cannot be continued with overlapping authority. 

“I deplore any controversy between us and the Fed- 
eral Trade Commission, but please don’t divide respon- 
sibility. If the Trade Commission is better equipped 
than the Department of Agriculture to give the expert 
attention to an article believed to be advertised falsely, 
then transfer all of the jurisdiction to it.” 


Asks Retail Advertising Control 


Another change in the Copeland bill proposed by 
Mr. Campbell would prevent advertising by local retail 
dealers of products received by them in the channels 
of interstate commerce. The amendment would have 
the purpose, he said, of preventing manufacturers from 
sponsoring radio programs in the name of a local retail 
dealer with resulting immunity from the false adver- 
tising penalties under the bill. 


Requests Provision on Allergy 


The toilet preparations industry, represented at the 
hearings by Asher Blum, associate counsel, urged a 
change in the definition of adulterated cosmetics. Mr. 
Blum pointed out that there was no provision at present 
to take care of the troublesome problem of personal 
idiosyncracy or allergic reactions to certain substances 
in a limited number of individuals. He urged that 
the definition be amended to include provision for 
exemption in such cases. It was felt that such a pro- 
vision would be fairer to the affected industries but 
that it would be extremely difficult to draft a pro- 
vision for exemptions which would not leave a wide 
loop hole for violations. 

In striking contrast to the unqualified endorsement 
the gave the Copeland measure before the Senate Com- 
mittee originating the measure, Charles Wesley Dunn 
of the Association Grocery Manufacturers of America, 
Inc., urged upon the House group that it be altered 
in the interest of “fair play” to manufacturers of food, 
drugs and cosmetics. He approved the purposes of the 
bill and said its passage would benefit the consuming 
public but suggested limitations on the powers pro- 
posed to be conferred on the Secretary of Agriculture 
in matters of regulation. 

One of the amendment proposed by Mr. Dunn would 
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provide for a joint analysis by the Department and the 
manufacturer of food, drugs and cosmetics in criminal 
cases when samples are collected for eaxmination as to 
violations, and on this point he said: 

“The government chemists are not infallible. Their 
analyses may be erroneous upon occasion, and the only 
way in which that error can be detected is by a check 
analysis. In this this amendment is directed simply to 
secure due process of law in the administration and 
enforcement of this act. It is the good old doctrine 
of fair play. Why shouldn’t the manufacturer have 
the same opportunity of analysis as the government?” 

Objection to a requirement in the bill holding a 
medicinal chemical to be misbranded unless complete 
directions for its use were given on the label, was 
voiced by W. M. Watson, representing the Manufac- 
turing Chemists Association. He contended that a 
chemical might have a hundred different uses and pro- 
posed that an exemption be made in the case of chem- 
icals requiring further processing. 


Rep. Mead Opposes Bill 


Unexpected opposition to the Copeland measure was 
heard from Representative Mead of New York, author 
of another Food and Drug bill to which the Agricul- 
ture Department is opposed and which has been re- 
garded as “dead” in view of the action already taken 
by the Senate on the Copeland bill. An overwhelming 
favorite of the proprietary interests, the Mead bill would 
retain in the Trade Commission the jurisdiction over 
food and drug advertising and trade practices it now 
enjoys. 

Representative Mead was joined by Ralph O’Bear, 
counsel for Lydia Pinkham Medicine Co. and opposed 
by A. T. Falk, research director of the Advertisers 
Federation of America, in asserting that the Copeland 
Bill, if enacted in its present form, would lead to “a 
dual bureaucracy” and inefficient enforcement of pure 
food and drug laws. 

The Congressman termed the Copeland Bill “objec- 
tionable” not only because it transfered jurisdiction 
over advertising from the Trade Commission to the 
Department of Agriculture but because it would vir- 
tually scrap the present Wiley law, instead of amend- 
ing it to meet conditions that had grown up since its 
enactment. 

If the Food and Drug Administration urged Congress 
five years ago to include cosmetics within the pro- 
visions of the present law, said Mr. Mead, the request 
certainly would have been promptly granted, and the 
same would have been true of advertising. In stress- 
ing the need for retaining jurisdiction over advertising 
in the Federal Trade Commission, Mr. Mead said its 
record proved it had been working in the public inter- 
est. Its ability to proceed only against instances of 
unfair trade practices was given as the chief handicap 
to effective operation but Mr. Mead said his bill would 
remove this and authorize the commission to act with- 
out limitation. 


Coumarin in Japan 


Coumarin is manufactured in Japan by two firms, 
the Hodogaya Soda Co. and the Yamakawa Pharma- 
ceutical Works, according to press reports. 
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Equipment for Liquids 
(Continued from page 280) 


able shaft, and one or two sets of propeller blades. The 
shafts are driven at comparatively high speeds and mix- 
ing in all directions—turbulent agitation—is accom- 
plished. 

These agitators are built in a wide range of sizes. 
They can be obtained as portable equipment for mix- 
ing 2 or 3 gallons up to 2,000 or 3,000 gallons. When 
the correct sizes are used they are satisfactory for all 
liquids or solutions except where the occlusion of air 
would be undesirable. 

The impeller type of agitators are somewhat similar 
to the propeller type since they produce turbulent agi- 
tation. They are furnished on the larger sizes of glass- 
lined steel tanks where the use of portable agitators 
would be too cumbersome. They may be either belt 
driven or equipped with individual drives where neces- 
sary. 

Horizontal spiral ribbon type agitators are quite suit- 
able for viscuous or slimy liquids and liquids which 
contain appreciable amounts of suspended solid material. 
This type of agitation is most often used for powdered 
material. However if such surplus powder mixing 
equipment is on hand, it is quite practical to build up 
the sides so as to double the volume and to obtain tur- 
bulent agitation without the occlusion of air. The 
shaft must, of course, be fitted with packing glands. 
The optimum speed of the shaft will depend on the 
pitch, the lead, and the width of the ribbons and this 
can be easily determined by trial. 

Solid spiral agitators which are used in soap crutchers 
will also produce turbulent agitation without the occlu- 
sion of air if operated at correct speeds. Any such 
surplus equipment can be economically used for this 
purpose. However, the horizontal or vertical counter- 
current paddle type agitators are less expensive and 
are equally effective. 

There are three other types of mixing which should 
be briefly mentioned; namely agitation with air, with 
steam, and with circulation by pumps. They may 
be used to great advantage as supplementary agitation 
in kettles and tanks, when readily available, if the 
usual equipment is not suitable. Precaution should be 
used to see that the air is free from oil or dirt. Steam 
jets are available which will eliminate the “hammer” 
and afford excellent agitation. 


(The next article in Mr. Auch’s series will appear in 
the October issue-—Epiror) 


Chinese Cosmetic Manufacture Gains 


Increasing tariffs from 30 to 33 per cent (3 per cent 
ad valorem) imposed by the Chinese government upon 
imported goods during the past few years have mate- 
rially affected the sale of cosmetics. In addition, the 
number of Chinese factories which have sprung up 
manufacturing cosmetics of various descriptions has 
likewise greatly cut into the possibilities of selling such 
imported lines. 
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Canadian News and Notes 


DDRESSING a convention of almost 900 drug- 

gists and executives of the United Drug Co. 

and the Liggett Co. of Canada at the Rexall 
Druggists’ Silver Jubilee convention at the Royal York 
Hotel in Toronto, J. W. McCoubray, president and 
general manager of the Canadian company, pointed out 
that business is definitely on the up-turn. Druggists 
and executives were present from the companies in 
England, United States and Canada and Louis K. Lig- 
gett, president of the United Drug Co., Boston, pro- 
nounced the convention the biggest success yet. 

Mr. Liggett warned the delegates not to think that 
the depression was not yet over. At no time have 
Canadian sales dropped more than 10‘% below the peak, 
he pointed out, and this year will probably exceed all 
sales during the company’s 25 years in Canada. 

There are over 9,000 Rexall agents in United States, 
more than 1,000 in Canada and 1,000 in England, and 
others in 22 other countries of the world. 


Wellman Back from Europe 


Murray Wellman, president of the Wellman Sales 
Co., Toronto, recently returned from an overseas trip. 
He reports that business cenditions in England are 
promising and that'a boom is commencing in the cos- 
metic industry there. Canadian firms wishing to ex- 
pand their export business have tremendous opportunity, 
he claims. Among the lines handled by Wellman Sales 
Co. are Ambrosia, Admiracion and Cover-Mark. 


Wallace on Western Trip 


W. H. Wallace, manager of the Toronto Branch of 
Ayerst, McKenna & Harrison, Ltd., recently returned 
from a five weeks’ business trip through Western 
Canada. Mr. Wallace reports that prospects for busi- 
ness in the West are better than they have been for the 
past several years. 


Heads Alberta Pharmacists 


V. E. Hessell, Okotoks, Alta., druggist and graduate 
of the Ontario College of Pharmacy in 1911, has been 
elected president of the Alberta Pharmaceutical As- 
sociation. M. R. Maybank of Olds, Alta., has been 
re-elected for his fourth term as registrar of the As- 
sociation. 


Mr. and Mrs. John Charles MacGregor 


John Charles MacGregor, Inspector for the Ontario 
College of Pharmacy, Toronto, and Mrs. MacGregor 
were both killed at Superior, Wis., last month in an 
automobile accident. The couple were on their way 
to Lenore, Manitoba to the home of Mrs. MacGregor. 


Lapointe Heads Druggists 

G. A. Lapointe has been elected president of the 
Council of the Pharmaceutical Association of the Prov- 
ince of Quebec. 
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Druggists’ Libel Suit Dismissed 


Mr. Justice Forest, sitting in Montreal, has dismissed 
on July 17, the action of Arthur Sarrazin and Luc 
Choquette, druggists, against Charles E. Duquette, 
owner of the Montreal Pharmacy. Sarrazin and Cho- 
quette had sued Duquette for $9,000.00 alleging that 
he had inflicted considerable damage on them by libel- 
lous advertising and unfair competition. Mr. Justice 
Forest found the plaintiffs’ allegations of damage en- 
tirely ill-founded and went so far as to comment that 
it was open to question whether the plaintiffs acted in 
good faith or whether their suit was an attempt to 
discredit the defendant. Each party was ordered to pay 
its own costs. 

The action was based on the principal allegation that 
Duquette libelled local druggists generally, and the 
plaintiffs in particular, by alleging that his Montreal 
Pharmacy was the only establishment which stayed 
out of a drug trust thereby keeping prices and profits 
down to a reasonable level. The plaintiffs claimed that 
these advertisements were false and damaging. 


Noxzema Representatives Active 


Gordon Gray, Eastern sales representative of the 
Noxzema Co., Toronto, is at present on a 
trip in the Maritime provinces while Ed. Armstrong, 
Western Canada representative is in Vancouver. Both 
report greatly increased sales in their respective terri- 
tories. Marvin Shaw, Toronto, states that the com- 
pany’s sales during the first five months of 1935 showed 
a 17% increase and he feels sure that the year will 
close with a wide margin of increase in sales over last 
year. 


Gimple Now with Whitlow 


“Gus.” Gimple, well known in the toiletry and cos- 
metic business, has recently joined the sales staff of 
Fred J. Whitlow Co., Toronto. “Gus.” will represent 
the company in Quebec Province, taking over the ter- 
ritory formerly handled by Stan. Eager. His quarters 
will be in Montreal. Mr. Gimple is well known in the 
drug trade throughout the Western provinces and On- 
tario. 


business 


Ontario Golfers Planning Match 


Joe McCorkell, secretary of the Western Ontario 
Druggists’ Golf Association, is issuing a reminder to all 
the trade to attend the sixth annual tournament of the 
Association at the Highland Golf Club here on Sep- 
tember 12. A bigger and better tournament than ever 
before is promised. 


Essential Oil Saturday Closing 


Several essential oil houses are following their es- 
tablished policy of closing on Saturday during the 
months of June, July and August. Among them are 
Fritzsche Brothers of Canada, Lt., Morana-Ferrell Co., 
Norda, Ltd., and Compagnie Parento, Ltd. 
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Canadian Production of Cosmetics 


The Canadian market for cosmetics and perfumes 
is satisfied mainly by domestic manufacture and there 
is little importation of completely processed articles 
except the high-grade French perfumes and toilet pow- 
ders. The principal center of production is Toronto, 
Montreal ranking next. According to the Canadian 
Trade Index, 1935, published by the Canadian Manu- 
facturers’ Association, Toronto, there are at present 89 
firms manufacturing toilet preparations in Canada, 38 
of which are located in Toronto. Many of these are 
branches of well-known American firms. The same 
directory lists 33 firms manufacturing perfumery in 
Canada, with 16 located in Toronto. Several well- 
known English lines are also represented by branch 
plants. Most of the containers used are made in Canada 
but several firms import specially-made bottles, jars 
or metal receptacles from the United States. (Consul 
General Emil Sauer, Toronto.) 


Receipts from Canadian Cosmetic Tax 


The Dominion treasury received $1,561,926 between 
March 22, 1933 and February 28, 1935 from the special 
excise taxation on cosmetics, according to a return 
tabled in the House of Commons by the Minister of 
National Revenue. This statement would indicate that 
































in slightly less than two years the Canadian market 
for cosmetics amounted to nearly $16,000,000. 

The tax of 10 per cent is applicable to goods com- 
monly known as “toilet articles, preparations or cos- 
metics for toilet purposes or for use in connection with 
the care of the human body, including the hair, nails, 
eyes, teeth or any other part or parts thereof, whether 
for cleansing, deodorizing, beautifying, preserving or 
restoring, and to include shaving soaps and shaving 
creams, antiseptics, bleaches, depilatories, perfumes, 
scents and similar preparations”. (Assistant Trade Com- 
missioner Avery F. Peterson, Ottawa.) 


Java Citronella Exports Lower 


Exports of citronella oil from Java still remain high, 
although a decline has been noted. Exports during the 
first quarter of 1934 amounted to 420 tons, against 
472 tons in the previous quarter, and 333 tons in the 
first quarter of 1933. For some time the price has 
remained at 92 cents per kilo. The purchase of sereh- 
leaves decreased considerably, namely in Buitenzorg 
from 40 cents to 25 cents per picul. In Garoet at the 
persuasion of the Government and the Agricultural De- 
partment the natives destroyed certain sereh cultiva- 
tion.— (Trade Commissioner, Charles E. Brookhart, 
Batavia. ) 


Canadian Patents and Trade Marks 


HE increasing international trade relations between the United 

States and Canada emphasize the importance of proper patent 

and trade mark protection in both of these countries in order 
that the expansion of business may not be curtailed by legal difh- 
culties. 

For the information of our readers, we are maintaining a de- 
partment devoted to patents and trade marks in Canada relating 
to the industries represented by our publication. 

This report is compiled from the official records in the Canadian 
Patent Office. 

All inquiries relating to patents, trade marks, designs, registra- 
tions, copyrights, etc., should be addressed to 

PATENT AND TRADE Mark DEPARTMENT 
Perfumer Publishing Co., 432 Fourth Ave., New York. 





Trap—e Marks UNpverR UNraiR ComPeTITION Act OF 1932 

“Royal Deva.” Hairdressing supplies and toiletries. Harry 
Herbert Brunt, Toronto, Ont. 

Design: A triangular shaped disc in red bounded by flared lines 
in silver, with reading matter in silver letters. Cosmetics. Hump 
Hairpin Mfg. Co. of Canada, Ltd., St. Hyacinthe, Que. 

“Arpege.” All kinds of perfumery products. Societe Lanvin 
Parfums, Paris, France. 

Design: Three-masted high pooped galleon, the whole in. sil- 
houette, with reading: matter in Gothic type below the galleon. 
Glassware, vanity cases, perfume and toilet goods. Guelph H. 
Mayor, Toronto, Ont. 

Design: A crossed pipe and tooth brush and reading matter 
formed from the smoke of the pipe. Dentifrices. Kabushiki- 
Kaisha Smoca-Sha, 42, Kitayama-cho, Tennoji-ku, Osaka, Japan. 

Design: A rectangular label divided lengthwise into two sub- 
stantially equal parts. In the center of the lower part is shown 
a seal of irregular outline containing a substantially heraldic shield, 
and resting on top of the shield are two retorts, the narrow ends 
of which meet at the apex of the shield. Immediately above said 
apex is displayed a rose. Aromatic chemicals, perfume concen- 
trates (synthetic and natural), flavors, flavoring extracts, all types 
of perfume and flavor raw materials. Florasynth Laboratories, 
Inc., a corporation of New York. 

“E-Z Pluck.” Toilet preparations and cosmetics. Marcus Jac 
Bloom, Outremont, Quebec, and Montreal, Quebec. 
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“Aquaphil.” Unguentous body materials for unguents, cos- 
metical, chemical and pharmaceutical preparations. Woll-Was- 
cherei und Kammerei in Dohren Bei Hannover, Dohren near 
Hannover, Prussia, Germany. 

“Dorette.”” Cosmetics. Marie-Adele Belanger, Luceville, Que. 


Patents 


351,445. Collapsible tube opening and closing device. Thomas 
Francis Evans, Southport, County of Lancaster, England. 

351,464. Collapsible tube cap. Leon Gambetta Smith, Salt 
Lake City, Utah. 

351,658. Closure cap manufacture. The Anchor Cap & Clos- 
ure Corp., Long Island City, assignee of John C. Gibbs, Brooklyn, 
both in New York. 


Designs 


Design of a glass jar, rectangular in section with a slight taper 
on the two opposite wider faces, rounded shoulders and very 
short neck, with decoration consisting of three long, raised, nar- 
row panels, superimposed one on top of the other. Dominion 
Glass Co. Ltd., Montreal, Que. 

Design of a glass bottle, the body of which has a globular con- 
tour extending upwards into a tapered neck ending with a finish 
suitable for a screw cap closure. Harry Horne Co. Ltd., Toronto, 
Ont. 

Design of a bottle, consisting of nested panels on the end sides 
flanking broad flat sides. Frederick Stearns & Co. of Canada Ltd., 
Windsor, Ont. 

Design of a vanity compact kit, comprising a pair of hollowed 
oblong members in parallel, hollowed case members each contain 
a raised portion to contain cosmetics, and a mirror in the bottom 
of the hollowed case, one side of case and hinged leaf is dark 
and contains night cosmetics, and the other side of case and 
hinged leaf is light and contains daytime cosmetics. Octavia E. 
Clarkson, Santa Clara, Calif. 

Three designs of a vanity case, one in the general simulation of 
an umbrella, the second in the general simulation of a fan, and 
the third in the simulation of a tear drop. Illinois Watch Case 
Co., Elgin, Ill. 
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Depilatory Developments 


(Continued from Page 279) 


lined. Otherwise, sulfide discoloration will in- 
evitably take place. Moreover, in certain cases 
it will be found desirable to coat the collapsible 
tubes internally with collodion. Again, tubes 
with sealed nozzles should always be employed, 
in order to prevent the cream drying out and 
forming a useless cement. 

Manufactured with skill—and this skill can come 
only as a result of experience, as opposed to a mere 
formal knowledge of chemistry—the calcium prepa- 
ration is equally efficient and far cheaper to produce, 
a fact which assumes great importance on examination 
of the profit and loss account at the end of the year. 

In compounding depilatory creams, the employment 
of zinc oxide—so often recommended in text-book 
formulae—should be rigorously avoided, owing to its 
reaction on the sulfide employed. Talc, china clay, 
precipitated chalk, etc., are very heavy and produce a 
heavy paste instead of a smooth cream and, as some 
already know, are morely likely to produce cement than 
a depilatory. 

Magnesium carbonate gives a cream of very good 
consistency and keeping qualities. 


The Problem of Perfuming 


The formulation of a satisfactory perfume for a 
sulfide depilatory is a much more difficult problem than 
is generally supposed. The mere temporary masking of 
the sulfide odor is simple, compared with the ability 
to cover the objectionable smell over a prolonged 
period. 

Practically every type of perfume will undergo some 
change in such circumstances, due to reduction, thio- 
substitution or various other molecular re-arrangements. 
As a guide to success, however, I would point out that 
if any experimenter confines himself to the use of 
terpenes, or the oils with a high terpene content, he 
may find himself with a satisfactory product. There 
are possibilities in all the citrus oils and such bodies as 
benzyl alcohol. One English depilatory makes excellent 
use of Ceylon citronella as the sole perfuming agent. 
Diphenyl oxide, diphenyl methane and coumarin may 
be found to be useful ingredients in suitable propor- 
tions. Cerbelaud recommends, with good reason, such 
non-irritating and stable ketones as ionone and methyl- 
acetophenone. Out of these various “‘possibles” quite 
a number of useful combinations may be drawn. 


So much, then, for perfuming. Before concluding 
this article, I would like to lay a little emphasis on the 
growing popularity of wax depilatories, for beauty par- 
lor use, in England and on the continent. Such prepa- 
rations are usually composed of about 80 per cent pale 
yellow rosin, § per cent olive oil and 15 per cent white 
wax. A mild local anaesthetic, such as benzocaine, is 
also incorporated occasionally. 

I presume that sufficient has been said in the fore- 
going to show the intelligent business man, if not the 
works chemist, that the manufacture and sale of de- 
pilatories is not perhaps quite so easy as adding another 
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cream or lipstick to the already overcrowded market. 
Given sufficient capital, however, capable advertising 
and merchandising, plus a knowledge of the market and 
experience in production, there is no reason for suppos- 
ing that the sale of this type of product is fated to be 
the exclusive property of the few. 


Stone Fruit Flavors 
(Continued from Page 285) 


cardamom oil, neroli oil, and possibly bitter almond oil 
S.A.P. or benzaldehyde. 

Buchu oil in extreme dilution has a somewhat peach- 
like aroma; but, in the flavoring essence industry, it 
appears to find its chief application in the compound- 
ing of artificial blackcurrant flavors, and will be dealt 
with in a later article in the present series. 

The question of whether or not to incorporate bitter 
almond oil, S.A.P., or benzaldehyde in stone-fruit 
flavors is of interest. 

Messrs. Power and Chestnut found benzaldehyde to 
be absent from the pulp of peaches. 

However, a nutty flavor is commonly appreciated 
in stone-fruit flavoring essences more particularly, how- 
ever, in cherry, apricot and plum essences. When the 
housewife makes apricot jam, she usually cracks a few 
of the stones and incorporates the kernels. These ker- 
nels contain amygdalin and enzymes which hydrolize 
it to glucose, benzaldehyde and prussic acid. 

In preparing flavoring essences from stone fruits, some 
manufacturers utilize the kernels. If this is done, it is 
advisable, to treat these separately. They may be steam 
distilled, after maceration in water, and the resulting 
oil freed from hydrocyanic acid by one or other of 
the usual processes. 

Many of the constituents suggested as suitable for 
use in synthetic peach essence may be utilized for pre- 
paring essences having flavors resembling those of other 
stone fruits, or for fortifying natural extracts. 

Gamma-undecalactone, however, should be omitted, 
as being too definitely peach like, except, possibly, in 
apricot essence, where it may be used in quite small 
proportions. Gamma-nonyl-lactone has been suggested 
for use in synthetic plum essence, but of this substance 
I have no practical experience. 

The aromas of ethyl butyrate and iso-amyl butyrate 
are both somewhat suggestive of apricots, hence both 
these synthetics commend themselves as especially use- 
ful in the manufacture of apricot essence. Ethyl vale- 
rate is also good in this conection. 

Ethyl acetate, on the other hand, has an odor which 
is definitely cherry-like, and hence commends itself for 
use in flavors of the cherry type. Ethyl benzoate is 
of equal importance in this connection; and neither 
iso-amyl formate nor ethyl oenanthate should be over- 
looked. 

The last two substances are also serviceable in com- 
pounding flavors of the plum type. A trace of clove 
oil may be incorporated in these. 

Added richness is acquired by the incorporation of 
S.A.P. oil from the kernels or of a good chlorine-free 
grade of benzaldehyde, as already indicated; and is, per- 
haps, in view of the public taste, more especially im- 
portant in the case of cherry flavors. 
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Adjournment Delayed by Tax Bill 
(Continued from Page 273) 


substantially unchanged in about a week and _ the 
spectacle of such a bill being passed by the Senate is 
quite likely to add many a gray hair to the already 
weary heads of business men everywhere. It is to be 
hoped that they will remember that this rushing pro- 
cedure will be very deliberate and that the bill will 
be entirely rewritten in conference between the House 
and Senate where about 75 per cent of all legislation 
is really drafted. 

Executives of both large and small corporations have 
the Senate Finance Committee to thank for writing 
into the bill permission to revalue their capital stock 
for excess profits tax purposes. Not only did the 
House bill not provide a much higher scale of rates 
but proposed to apply them to present valuations al- 
though they admittedly may have little connection with 
actual stock values and may be devised to escape the 
present nominal excess profits tax. 

The Committee also raise the capital stock tax from 
$1 to $1.50 per $1,000 but this is of minor importance 
compared with the permitted revaluations which, it 
is understood, will be provided for in the measure. 

Although Washington correspondents could not find 
a single member of the Senate Committee willing to 
be quoted as saying so, it is a fact, and several mem- 
bers stated privately, that the form in which the tax 
bill emerged from their hands was a direct result of 
the refusal of Secretary Morgenthau or other adminis- 
tration authorities to suggest any rates or schedules for 
either corporate or individual taxes by which it might 
be governed. 

Secretary Morgenthau would only say to the com- 
mittee that the administration would have to be satis- 
fied with any bill the Congress was pleased to pass. 
Although he was literally laughed at for the assertion, 
he stood by it and asked the committee not to place 
him in the embarrassing position of having to com- 
ment on the merits of a bill that was then pending 
before the House. Chairman Harrison of the Finance 
Committee was unable to hide his displeasure and told 
the witness he was the first Secretary of the Treasury 
who had been unwilling to advise the Senate group 
of his views on a pending tax measure. 

It remained for Robert H. Jackson, counsel for the 
Internal Revenue Bureau to say an unkind word for 
the proposed excess profits tax by reminding the com- 
mittee that small businesses had to earn what might 
be considered excess profits in order to compensate for 
risks assumed and to offset periods of small earnings 
or actual losses. 

Stringent though it may be in final form, the tax 
bill will in all probability contain several concessions 
to business that Mr. Roosevelt would rather not see 
retained. One of these is the permission to corpora- 
tions to deduct up to § per cent of their contributions 
to charity from their net incomes. Another is a pro- 
vision authorizing deduction of normal and surtax pay- 
ments from earnings for excess profits tax purposes. 
Both of these concessions, the first of which Mr. Roose- 
velt openly denounced, will be of great value in bring- 
ing corporate income below the level to be described 
in the final draft of the bill as “excess” earnings. 
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DESIDERATA 
By 
Maison G. de Navarre, Ph.C., B.S. 


Hand Homogenizers 


We have recently seen and used a small hand homo- 
genizer of laboratory size, that belongs in every ex- 
perimental laboratory. Passing a small batch of cream 
through it makes a big difference. It sells for about 
five dollars and so comes in the reach of everyone. 


Skin Bleaches 


A recent product used for this purpose utilizes the 
virtues of zinc peroxide. Now zinc peroxide, we are 
told by shose who should know, is only recently made 
available in commercial batches of good quality. The 
merit of this ingredient lies in the fact that it is so 
insoluble that it liberates its oxygen very slowly, and 
so acts over a longer period of time. 


Starch for Bath 


For some time starch has been used for the bath, 
but this fad—and that is what it seemed to have been 
—has some value. Particularly so when used with 
lemon juice. Now how to mix the lemon juice with 
the starch and still keep it dry, is your problem. We 
know that it does away with that dry itchy feeling 
sometimes experienced after the bath. 


Perfume Irritation 


A: British contemporary says that reducing agents 
cause burning of the skin by perfumes. He arrives 
at this conclusion from studying the action of de- 
pilatories and hair dyes. And it seems that he has 
something in this idea. For the villains of the aromatic 
chemicals that do burn seem to fall in this class. So 
if you have reducing agents in your perfume, then it 
may quite possibly burn the skin. That is why rose 
is so popular to perfume creams and lilac is such a bug- 
a-boo. The former is harmless, the latter burns like 
the devil, or does it? 


New Face Powder Ingredient 


For some time now, a new face powder material has 
been available. This product is based on one fact, 
namely, that the magnesium and zinc salts of aliphatic 
straight chain fatty acids having odd number of car- 
bon atoms possess desirable properties. Thus where the 
zinc salt of a C,, acid was formerly used, it is now 
found that perhaps C,; or other odd number carbon 
salt is better. The particle size is superior in fineness 
to most other powder ingredients. Manufacturers sug- 
gest that you add 5% to your present formula and 
note the difference. We must admit, the addition is 
very valuable. Try it. We have. 
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Patent and Trade Mark Department 


Conducted by Howarp S. NEIMAN 


HIS department is conducted under the general 
supervision of Howard S. Neiman, contributing 
editor on patents and trade marks. This report of pat- 
ents, trade marks, designs is compiled from the official 
records of the Patent Office in Washington, D.C. We 
include everything relating to the four co-ordinate 
branches of the essential oil industry, viz.: Perfumes, 
Soaps, Flavoring Extracts and Toilet Preparations. 
Of the trade marks listed those whose numbers are 
preceded by the letter ‘““M” have been granted registra- 
tions under the Act of March 19, 1920. The remainder 


Trade Mark Registration Applied for 
(Act of Feb. 20, 1905) 


These registrations are subject to opposition within thirty days 
after their publication in the Official Gazette of the United States 
Patent Office. It is therefore suggested that our Patent and Tradé 
Mark Department be consulted relative to the possibility of an 
Opposition proc eeding. 


352,164.—“Emulsol.” The Emulsol Corp., Chicago, Ill. (Mar. 
15, 1930.)—Soap and soap substitutes. 
352,200.—‘‘Sensible.” Sylvester L. St. 
(Feb. 10, 1934.)—Shaving cream. 
354,192.—"‘Mistletoe.”” 
Oreg. (Jan. 1, 1934.)—Cosmetiques. 

355,477.—"K SY, W” in monogram. Keep Step Youth 
Co., Des Moines, Ia. 1934.) —Face powder, talcum pow- 
der, rouge, lipstick rouge, cold cream, etc. 

356,359.—"Empress.” National Mineral Co., 
(Sept. 30, 1930.)—Hair-waving solution. 

356,364.—"True Art.” National Mineral Co., Chicago, Ill. 
(Jan. 1, 1932.)—Hair-waving lotions and hair-waving oil. 

357,253.—"Nervepin.” Wilhelm Necker, Baden, Austria. (Oct. 
1, 1930.)—Pine bath salts, perfumed bath salts, skin cream, van- 
ishing cream, eau de cologne, perfumed toilet waters, perfumes, etc. 

357.859.—"Saf-Shav.” Hamlins Wizard Oil Co., Chicago, Ill. 
(Oct. 23, 1934.)—Shaving cream. 

358,460.—"“Rejuvenail.” Mary M. Taylor, Los Angeles, Calif. 
(May 1931.)—Liquid preparation for the treatment of 
nails. 

359,762.—"A” within a Armstrong Cork & 
tion Co., now by change of name, Armstrong Cork Products Co., 
(Nov. 8, 1934.)—Closures for bottles and con- 


John, Norw ood, Mass. 


Cosmetique Labs. of America, Portland, 


with 


(July 1, 


Chicago, _ Il. 


finger 


circle. Insula- 
Lancaster, Pa. 
tainers. 
360,594.—"June Swan.” 
Luxuries Co., New 


Harry D. Koenig, doing business as 


Swan York, N. Y. (Jan. 1934.)—Toilet 
preparations. 

361,871.—“Blackman’s.” §. Blackman & Co., Philadelphia, Pa. 
(1908.)—Flavoring syrups for food purposes. 
Harold L. Rothschild, doing business as 
Paul, Minn. (Mar. 1, 1933.)— 


362,63 1.—‘‘Coronet.” 
Coronado Manufacturing Co., St. 
Cosmetics for men and women. 

362,860.—‘Nalure.” Angel Products, Inc., Brooklyn, N. Y. 
(Mar. 11, 1935.)—Cosmetic cream for treatment of finger nails. 

362,918.—“Frappe.” Dorothy Gray, Bloomfield, N. J. (Jan. 2, 
1935.) —Cream-like recommended for use in facial 
treatments. 

363,032.—"Sun Ray Tan.” Arthur Booth, doing business as 
Booth Chemical Co., Clifton, N. J. (Mar. 11, 1935.)—Skin prepa- 
ration and particularly for an amber colored blend of vegetable 
oils designed to promote tan and prevent sunburn. 

Abramson & Sons, Brooklyn, N. Y. 
powders, astringents, cold creams, 


preparation 


363,255.—‘‘Jasons.” J. 
(Jan. 1928.)—Rouges, face 
foot powders, deodorants, etc. 

363,270.—"Rossville Gold Shield.””. Commercial Solvents Corp., 
New York, N. Y. (Jan. 11, 1935.)—Denatured alcohols. 

363,271.—“Rossville Gold Shield.” Commercial Solvents Corp., 
New York, N. Y. (Jan. 4, 1935.)—Ethy! 
mercial ethyl alcohol, and anhydrous ethyl alcohol. 


alcohol, pure com- 
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are those applied for under Act of February 20, 1905, 
and which have been passed to publication. 

Inventions patented are designated by the letter ‘D.” 

International trade marks granted registration are 
designated by letter “G.” 

All inquiries relating to patents, trade marks, designs, 
registrations, copyrights, etc., should be addressed to 


PATENT AND TRADE MarkK DEPARTMENT 


Perfumer Publishing Co., 432 Fourth Avenue 
New York City 


363,508.—"“Bank Tooth Powder.” Fred Lauer, Chicago, Il. 
(Mar. 18, 1935.)—Tooth 
363,579.—"Kislav.””  Buscarlet Glove Co., 
N. Y. (Mar. 1, 1935.)—Glove laundry 
363,636 —“Nixon.” Esther E. Nixon, doing business as Nixon 
Products Co., Omaha, Nebr. (Oct. 1, 1933.) 
363,893.—"“Puru.”” Mary Rosa, doing business as Puru Chem- 

ical Co., New York, N. Y. (Jan. 1, 1933.)—Mouth wash. 

364,249.—See Illustration. Salem Works, Salem, N. J. 
(Jan. 2, 1935.)—Bottles and jars. 

364,28 1.—"‘Melody 
doing business as The Cudahy Soap Works, Chicago, Ill. 
1935.)—Hand cleaner. 

364,378.—" Wafer.” 
N. ¥.. GApe. 05, 
part of precious and ornamental metals. 

364,436.—‘“Dioxogen.””. The Oakland Chemical Co., New York, 
N. Y. (Jan. 1, 1930.)—Skin cream. 

364,589, 364,590.—"612” “Six Twelve.” Pinaud Inc., New 
York, N. Y. (Jan. 1, 1894 and Nov. 12, 1934.)—Mascara, pom- 
ades, and like products. 

364,473.—"Derma-Lo.” 
1935.)—Toilet preparations. 

364,597.—See illustration. Edwin Seebach, doing 
Edwin Seebach Co., New York, N. Y. (Sept. 1933.) 
oils and aromatic chemicals for perfuming purposes. 


pow der. 


Inc., New York, 


soap. 


Shampoo. 


Glass 


Packing Co., 


(Feb. 22, 


Hand Cleaner.” The Cudahy 


Cohn Inc., New York, 


1935.) —Compacts, vanities made wholly or in 


& Rosenberger, 


Derma-Lo, Chicago, Ill. (Apr. 1, 
business as 


Essential 


D 96,299 


365,367 


The American Perfumer 





Ill. 


ork, 


ixon 


em 


ork, 


New 


om - 


364,647.—"Vitalescence.” The Vita-Ray Corp., Lowell, Mass. 
(May 4, 1935.)—Cosmetic creams, 

364,655.—"‘Acetco.” The Anglo-Chinese Eastern Trading Co. 
Ltd., London, England. (May 17, 1916.)—Oils derived from Soya 
Beans and hemp seed used in the manufacture of common soap 
and toilet soap. 

364,696.—"“Wundol.” Carl F. Wunderlich, doing business as 
Wundol Laboratory, New York, N. Y. (Mar. 1, 1935.)—Mouth 
wash. 

364,718.—"Delasse.”” General Cosmetics Corp., New York, 
N. Y. (Feb. 1, 1935.)—Dusting powder, talcum powder, bath 
salts, bath oil, eau de cologne, toilet water, perfume. 

364,761.—Rock Garden Flowers.” Caron Corp., New York, 
N. Y. (May 7, 1935.)—Perfumes, toilet waters, face and toilet 
powders, powder and rouge compacts, lipsticks, etc. 

364,781.—"“Zip.” Jean Pordeau, Inc., South Orange, N. 
(Jan. 15, 1912.)—Toilet preparations. 

364,868.—‘Imperator.” Jean Andre Gourguechon, doing busi- 
ness as Imperator, Not Inc., Chicago, [:] (Feb. 1, 1934.)—Per- 
manent hair waving lotion. 

364,926.—"‘Rare Orchid by Ronni.” Parfums Ronni, Inc., New 
York. (Mar. 29, 1934.)—Perfumes. 

364,958.—"Sofenz.” Howard S. Grove, Los Angeles, Calif. 
(Apr. 2, 1935.)—Toilet iotion. 

364,996.—""Duzit.””, MacLean Commercial Products Co., New 
York. (Apr. 15, 1935.)—Deodorant. 

364,972.—"Escarom.”” Edwin Seebach, doing business as Edwin 
Seebach Co., New York, N. Y. (May 3, 1935.)—Essential oils 
and aromatic chemicals for perfuming purposes. 

364,974.—"Royal York Lavender.” Shulton, Inc., New York. 
(Jan. 30, 1935.)—Saponaceous compounds for cleaning the hands, 
shaving cream, shaving sticks, shaving powder, soap powder, 
laundry soaps, hand soaps, ete. 

365,019.—“Balistreri Italian Rose.” August Balistreri, doing 
business as Balistreri Italian Rose Co., Milwaukee, Wis. (Apr. 11, 
1935.) —Shampoo preparations and hair tonic. 

365,023, 365,024, 365,025.—"Bolero,” “Cotillion,” “Topaze,” 
respectively. California Perfume Co., New York, N. Y. Jan 
1934, Jan. 1934, Feb. 1935 respectively.)—Perfumes. 

365,045.—"down deep.” The T & T Co., Peekskill, N. Y., 
and Cocoa, Fla. (Mar. 1, 1935. Cleaning preparation for the 
hands. 

365,071.—"P/C Ehrmann Strauss Co., Inc., New York.” Ehr 
mann-Strauss Co., Inc., New York. (Feb. 25, 1935.)—Gum 
tragacanth powder, oil anise, oil cassia, oil cloves, oil cucalyptus, 
oil lemon, oil peppermint, oil sandalwood East Indian. 

365,092, 365,093, 365,094.—“Amou-Daria,” “Latitude,” ‘Tor 
nade” respectively. Parfums revillion, Paris, France. (Jan. 1935.) 
—Cosmetics. 

365,146.—"‘Presenting Our Professional Permanent Wave.” 
Benny Morea, New York, N. Y. (Apr. 1, 1935. Permanent 
wave solution. 

365,152.—"Alfa.” National Mineral Co., Chicago, Ill. (Nov. 

1934.) —Permanent wave solution. 

365,158.—"Epinoil.”” National Mineral Co., Chicago, Ill. (June 
1, 1929.) —Hair waving lotions and hair waving oil 

365,231.—"Sky-Hy.” Talbot J. H. Gorrell, doing business as 
Sky-Hy Labs., Chicago Heights, Ill. (Apr. 1, 1934 Solution 
used as a throat and mouth wash. 

365,256.—"“White Crown-Italy.” William E. Martin, New 
York, N. Y. (Jan. 8, 1935.)—Soaps. 

365,351.—“Toilet Brandy.”” Jean Patou, Inc., New York. (May 
16, 1935.) —Eau de cologne. 

365,367.—See Illustration. Barker Products, Montclair, N. J. 
(Apr. 23, 1935.)—Preparations for use in the care and treatment 
of dogs, namely, talcum powder, liquid hair tonic, liquid sham 
poo, etc. 

365,378.—"Guardsman.” Louis J. Jaffee, New York, N. 
(Apr. 11, 1935.)—After shaving lotion. 

365,407.—"Sheridan.” Virginia Sheridan, Inc., Chicago, Ill. 
Mar. 4, 1935.)—Skin refiner, tissue cream, removal cream, prepa 
ration powder, finishing powder. 

365,423.—"Warranted Pure Bees Wax.” Will & Baumer Candle 
Co., Inc., Syracuse, N. Y. (Sept. 1, 1874.)—Beeswax, both yel 


low and white. 


365,472.—"“Bath-O-Pine.” Robert F. Morenus, doing business 
as Ferris Products, Chicago, Ill. (Oct. 1934.)—Cleansing, in 
vigorating, and deodorant compound, and compound for the bath 
in the nature of a water softener. 
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365,709.—""Raydence.” Sensation Cosmetic Co., Inc., 
York, N. Y. (May 28, 1935.)—Facial liquid powder. 

365,761.—"“Daphne.”” California Perfume Co., Inc., New 
N. Y. (1915.)—Talcum powder. 

365,930.—“Evening in Bermuda.” Divorcons-Paris Inc., New 
York, N. Y. (May 28, 1935.)—Toiiet preparations. 

365,933.—“Arrid.” Feminine Products, Inc., New York, N. Y. 
(May 23, 1935.)—Deodorant cream. 

366,013.—"Swan Water Softener.” William P. King, doing 
business as King Labs., Wilmerding, Pa. Jan. 5, 1935.)—Water 
softener. 

366,018.—"Mer-Mac.” The Mer-Mac Products Co., Athens, 
Tex. (Mar. 1, 1935.)—Preparation for use as a hair tonic and 
dandruff remover. 

366,181.—“Willmark.” Willmark Corp., New York, N. 


Aug. 1932.)—Essential oils, flavoring extracts. 


Trade Mark Registration Granted 
(Act of March 19, 1920) 


These registrations are not subject to opposition: 

M326,239.—"“Jean Arlen.”” Hearn Department Stores, Inc., 
New York, N. Y. (Jan. 2, 1934. Serial No. 359,035.)—Face 
creams, face and hand lotions, astringents, face powder, deodo nts, 
shampoo, and hair setting lotions. 

M326,248.—"Doggie Shampoo.”” Doggie Dinner, Inc., Terre 
Haute, Ind. (Dec. 31, 1927. Serial No. 364,052.) —Shampoo for 


dogs. 
Patents Granted 


2,007,974. Soap manufacture. Charles E. Kaltenbach, Cran- 
ford, N. J.; Herman Muhlenbrock, Juana C. Kaltenbach, and Roger 
W. Aldrich executors of said Charles E. Kaltenbach, deceased. 

2,008,216. Collapsible tube. Louis Lombi, West Englewood, 
N. J., assignor of twenty per cent to Anthony William Deller, 
New York, N. Y.; and twenty per cent to Louis V. Vagnini, Long 
Island City, N. Y. 

2,008,319. Container. Alfred E. Bruns, Huntington, and Her- 
man W. Rueger, Brooklyn, N. Y. 

2,008,636. Brushless shaving cream spreader cap for collapsible 
tubes. Charles W. Brynan, Philadelphia, Penn. 

2,008,778. Shrinkable Container closure. Richard Weingand, 
Bomlitz, Germany, assignor to Sylvania Industrial Corp., New 
York, a corporation of Virginia. 

2,009,027. Tube closure. James R. Sheehy, Orlando, Fla. 

2,009,394. Depilator and method of applying same. Hans 
Werner Fiedler, Leipzig, Germany. 

2,009,552. Self-sealing tooth paste tube. Elpidio Ambrioso 
Jaen, Havana, Cuba. 

2,009,561. Vanity box. May Frances Powell Murray, Fair- 

Va. 

009,794. Powder puff. William Winsor, San Francisco, Calif. 

010,185. Lip Stick Holder. Louis Garreau, Paris, France. 

,010,228. Method and device for making closure caps. John 
C. Gibbs, Brooklyn, N. Y., assignor to Anchor Cap and Closure 
Corp., Long Island City, a corporation of New York. 
2,010,332. Hair remover. William F. Steeg, Chicago, and Ray 
L. Orwig, Evanston, Ill., assignors to Charmette, Inc., Chicago, a 
corporation of Illinois. 

2,010,521. Vanity case. Jacques Kreisler, New Rochelle, N.Y. 

2,010,602. Machine for closing the ends of callapsible tubes. 
Joseph Mankiewicz, Maplewood, N. J., assignor, by mesne assign- 
ments, to Luteroid Container Co., So. Orange, N. J. 

2,010,909. Vanity case and analogous article. David H. Zell, 
Brooklyn, Be 

2,011,129. Soap cake. Gordon Voorhis, New York, N. 
assignor to Standard Soap Pulverizer, Inc., Rhinebeck, N. Y., 
corporation of New York. 

2,011,394. Box. Alfred I Bruns, Huntington, and Herman 
W. Rueger, Brooklyn, N. P. 


Designs Patented 


96,279. Design for a sifter powder box. Paul E. Rochrich, 
New York. 

96,299. Design for a case for cosmetic materials. Octavia E. 
Clarkson, Santa Clara, Calif. 


96,442. Design for an atomizer. John Benniger, Cleveland, 
Ohio. 
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Prices in the New York Market 


(Quotations on these pages are those made by local dealers, but are subject to revision without notice) 


ESSENTIAL OILS Guaiac (Wood) ... 2.35@ “, red 80 
. sn » si 2 ite 
Almond Bit., per lb. $2.20@ $2.40 eee 900m Vaiesion 10.50@ 
Re aes: 5 h'a's-b-s 2.50@ 2.75 — .* Y KEG Verbena 3.75@ _ 7.00 
Sweet True 58@ _ ~ .65 Horsemint aa Vetivert, Bourbon.. 15.00@ — 
cn : 36 Ss ° 5 r 

Apricot Kernel .. 30@ 3 myeap : g > Java 15.00@ 25.00 
Amber, crude ‘30° Juniper Berries ...  1.50@ East Indian ..... 30.00@ 

rectified -50@ .60 Juniper Wood .60@ Wine, heavy 1.40@ 
Ambrette, oz. . 6. _— Laurel 15.00@ Wintergreen, S’thern 3.00@ 
Amyris balsamifera. 3. 3.25 Lavender, English.. 32.00@ Penn. & Conn.... 5.00@ 
Angelica root ou. 60.00 French Wormseed 2.15@ 

seed 5.0 80.00 Lemon, Italian Wormwood 3.00@ 3. 
Anise, U. S. P..... oS 60 Calif. Ylang-Ylang, Manila 29.00@ 35. 
Araucaria 1.85 Lemongrass Bourbon 5.00@ 
Aspic (spike) Span. Limes, distilled .... 6.25@ 

French expressed 11.00@ TERPENELESS OILS. 
Balsam, Peru Linaloe 1.60@ ‘ 4.00@ 
Balsam, Tolu, oz... Lovage ........... 35.00@ ns 6.000 
Mace, distilled .... 1.50@ Clove 4.00@ 5.00 
Mandarin 4.15@ Coriander ........ 20.00@ 
Marjoram 6.25@ Geranium 8.00@ 12.50 
\ Melissa ‘ 5.00@ Grapefruit 45.00@ 
Penn. and Conn.. Mirbane (see Nitrobenzol) Sesquiter’less .... 85.00@ 
Birchtar, crude . Mustard, Genuine... 8.50@ 10.00 Lavender 7.00@ 8.50 
Birchtar, rectified. . -75@ artificial 2.15@ 2.40 Lemon 8.00@ 14.50 
Bois de Rose 40@ 3. Myrrh 10.00@ 


ee CO re 50.00@ 
30@ ~~ .3: Myrtle 4.00@ Orange, sweet 78.00@ 90.00 


55@ Neroli, Bigarde, p.. 55.00@125.00 bitter 90.00@115.00 
Calamus ; — Petale, extra .... 70.00@150.00 Petitgrain 4.00@ 
Cam phor Sw ite’’. ‘> 26 ‘ . . ‘ 5 Rosemary 2.50@ 
Cananga, Java native 2.80@ 3.2% oe. eon Sage, Clary ....... 90.00@ 

rectified 3.15@ 3.9 Olibanum 6.50@ Vetivert, Java .... 35.00@ 
Caraway 2.15@ bitter 2.00@ Ylang-Ylang ...... 28.00@ 35.00 
Cardamon, Ceylon.. 12.00@ 30. Orange, We a ; eee 
Cascarilla 60.00@ —. a ny ° of OLEO-RESINS 
Cassia, 80@85 p.c.. 1.15@ 7 a ier ae - 250@ 5.00 

rectified, U. S. P. 1.60@ 1.7 Spanish ys es i @ 
Cedar leaf 55@  .60 — exp. —s — ee ae 
Coane weed —_— one anish "35 Alcoholic 3.00@ 
Cedrat 4.15@ Origanum, Spanish. .85@ Cokes 3250 
Celery 15.00@ Orris root, con (0z.) 4.00@ 5. zubeD 3.21 

rd Orris root, abs. (oz) 35.00@ Ginger, U.S.P. VIII 2.00@ 
Chamomile ... (0z. 3.00@ erts roo a S. (0Z 368 ‘Alcoholic 3 25@ 
Cherry laurel 12.00@ Orris Liquic 3.0 @ a sn 450 
Cinnamon, Ceylon.. 12.00@ Parsley ; 6.50@ — Sie Bees 6.00@ 
Cinnamon, Leaf.... 2.25@ Patchouli 3.00@ 3.28 + nto 325@ 
Citronella, Ceylon. . 32@ “ Pennyroyal Amer. . 2.15@ 4 Orris 17.:00@ 

Java .35@ French 1.55@ 6 Patchoulj 16.50@ 
Cloves Zanzibar ... 1.05@ Pepper, black 6.00@  6.! ecg 4.00@ 
Cognac 18.00@ Peppermint, natural 2.40@ eh Riiesonel . 

Copaiba 57@ Redistilled 2.65@ : 5 Vanilla 
Coriander 3.60@ Petitgrain 1.10@ 1.3% 

3.00@ gay 800m CHEMICALS 

9.00@ ine cones Si x 
Curacoa peels 5.25@ Pine needles, Siberia 1.00@ 1.2% one 50%.. tt 
Curcuma 3.00@ Pinus Sylvestris .. 2.00@ LE — enone coon 
Cypress 12.00@ Pumilionis ... 2.20@ ‘ a y 7. = aaa 
Dillseed 3.60@ 4.2: Rhodium, Imitation. 2.00@ 4. coho 14. @ 

ae Rose, Bulgaria (oz.) 6.00@ Dugas warn seneoee 6.00@ 

Elemi 1.45@ Rosemary, French.. .40@ } 18.00@ 
Erigeron 1.50@ 1. Spanish 36@ . 30.00@ 
Estragon 38.00@ Rue ; ‘ 14.00@ 
Eucalyptus .22@ ; ‘| 28.00@ 
Fennel, Sweet 1.25@ 48 Sage, Clary ....... 30. C 45.00@ 
Galbanum 26. Sandalwood, East C 30.00@ 
N° oie at whe 24.00@ India . 5.8 C 2 invents ctl earn 
Geranium, Rose Australia 5. . 12 pas eka meee ao 

Algerian 5.15@ Sassafras, natural... $ S14 (so-cal ed).. oo 

Bourbon 5.00@ artificial f C 16 (so-called).. 3 

Spanish 16.00@ Savin, French 8! Amyl Acetate aa 

Turkish 2.10@ Spearmint .9F 1 —_ ae cred iss 
Ginger 3.60@ Snake root 5.0 —_ oe Os 2.5 
Gingergrass 3.25@ J my! Cinnamate e- ose 
Grape Fruit 3.00@ J ; eee ae ie 
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Amyl Phenyl Acetate 
Amyl Salicylate 
Amy! Valerate 
Anethol 
Anisic Aldehyde ... 
Benzaldehyde, U.S.P. 
y. F. & 
Benzophenone 
Benzyl Acetate .... 
Benzyl Alcohol 
Benzyl Benzoate ... 
Benzyl Butyrate ... 
Benzyl Cinnamate .. 
Benzyl Formate 
Benzyl Iso-eugenol.. 
Benzylidenacetone 
Borneol 
Bornyl Acetate .... 
Bromstyrol 
Butyl Acetate 
Butyl Propionate 
Butyraldehyde 
Carvene 
Carvol 
Cinnamic Acid 
Cinnamic Alcohol .. 
Cinnamic Aldehyde. 
Cinnamyl Acetate .. 
Cinnamy! Butyrate. 
Cinnamyl Formate.. 
Citral C. P. 
Citronellal 
Citronellol 
Citronellyl Acetate.. 
Coumarin 
Cuminic Aldehyde.. 
Dibutyphethalate 
Diethyphthalate 
Dimethyl] 
Anthranilate 
Dimethyl Hydroqui- 
none 
Dimethyl phthalate. . 
Diphenylmethane 
Diphenyloxide 


Ethyl Acetatq .... 
Ethyl Anthranilate. 
Ethyl Benzoate .... 
Ethyl Butyrate 
Ethyl Cinnamate .. 
Ethyl Formate .... 
Ethyl Propionate .. 
Ethyl Salicylate ... 
Ethyl Vanillin 
Eucalyntol 

Eugenol 

Geraniol, te eats 
Geranyl Acetate ... 
Geranyl Butyrate .. 
Geranyl Formate .. 


Heliotropin, dom. 
foreign 

Hydratropic Al’hyde 

Hydroxycitronellal. 


Indol, C. P 

Iso-borneol 

Iso-butyl Acetate .. 

Iso-butyl Benzoate. 

Iso-butyl Salicylate. 

Iso-eugenol 

Iso-safrol 

énalool 

linalyl Acetate 90%. 

Linalyl Anthranilate 

Linalyl Benzoate 

Linalyl Formate ... 

Menthol, Japan 
Svnthetic 

Methyl Aceto- 
phenone 


3.60@ 

-75@ 
2.40@ 
1.15@ 
3.35@ 
1.45@ 
1.55@ 
2.00@ 

.70@ 

.95@ 
1.05@ 
5.50@ 
7.00@ 
2.90@ 


15.00@ 25. 


2.50@ 
1.75@ 
2.00@ 
4.00@ 
.60@ 
2.00@ 
12.00@ 
1.15@ 
3.25@ 
4.00@ 
3.25@ 
2.50@ 
10.00@ 
12.00@ 


62.00@ 
30@ 


25. 00@ 27 


3.60@ 
.25@ 


2 
2.% 


3.00@ 
3.50@ 
75@ 


2.50@ 
15.00@ 
10.50@ 
10.00@ 


3.00@ 
2.25@ 


2.20@ 


10.00 
5.00 


12.00 
3.00 
3.00 
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Methyl Anthranilate 
Methyl Benzoate ... 
Methyl Cinnamate. . 
Methyl Eugenol 
Methyl Heptenone.. 
Methyl Heptine C’b. 
Methyl! Iso-eugenol. . 
Methyl Octine Carb. 
Methy! Paracresol. . 
Methyl Phenylacetate 
Methyl! Salicylate .. 
Musk Ambrette 

Ketone 

Xylene 
Nerolin (ethyl ester) 
Nitrobenzol 15@ 
Nonyl! Acetate 48.00@ 
Octyl Acetate ..... 3: 
Paracresol Acetate. 
Paracresol Methyl 

Ether 
Paracresol 

Acetate 
Para Cymene, (gal.) 
Phenylacetaldehyde 

50% 

100% 
Phenylacetic Acid.. 2.50@ 
Phenylethyl Acetate. 7.50@ 
Phenylethyl Alcohol. 4.25@ 
Phenylethyl 

Anthranilate .... 16.00@ 
Phenylethyl But’rate 12.00@ 
Phenylethyl Formate 18.00@ 
Phenylethyl Pro- 

pionate 12.00@ 
Phenylethyl Val’rate 16.00@ 
Phenypropyl Acet.. 8.00@ 
Phenylpropyl Ale’hol 6.00@ 
Phenylpropyl Alde- 

hyde 
Rhodinol 
Safrol 
Santalyl Acetate 
Skatol C. . (0z.) 
Styralyl Acetate .. 
Styralyl Alcohol ... 
Terpineol, C. P. ... .36@ 
Terpinyl Acetate .90@ 
Thymene .35@ 
Thymol 1.90@ 
Vanillin (clove oil). 3.10@ 

(guaiacol ) 3.00@ 3. 
Vetivervl Acetate... 21.00@ 2! 
Violet Ketone Alpha 5.00@ 

Beta 5.50@ 

Methyl 5.25@ 
Yara Yara 

ester) 1.50@ 


3. 75@ 
20.00@ : 
8.50@ 12.: 
24.00@ 32 
4.65@ 
2.65@ 

.42@ 
5.00@ 
5.15@ 
1.50@ 
1.50@ 


5.25@ _ 6.00 
5.00 


20.00 
1.65 


14.00@ 
1.25@ 


5.00@ 
.50@ 


7.00 
10.50 
4.00 
10.00 
4.75 


16.00 


11.00 
12.00 


8.00@ 12.00 
8.00@ 20.00 

64@ 70 
22.50@ 
7.00@ 
20.00@ 
20.00@ 


10.00 


(methyl 


Tonka Beans, 
Angostura 
Vanilla Beans 
Mexican, whole .. 
Mexican, cut .... 
Bourbon, whole.. 
South American. 


SUNDRIES AND DRUGS 


Acetone ae. 
Alcohol, 190-pf. gal. 
Almond meal 
Alum, potash 
Aluminum chloride. 
Ambergris 
Balsam, Copaiba ... 
Peru 
Tolu 
Fir, Canada, 
Oregon 
Beeswax, white .... 
Yellow 


par. 


Ne 
ou 
@®® 


ororoign 


: D999 


wore 


bo be 8 Go 
~aboiviv 
cS olor 
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32.50@ Nom. 
.38@ .40 
2.10@ 2.25 
80@ 1.10 
9.00@ 12.00 
1.25@ 1.50 
4A0@ «45 
.24@ ~~ .30 


Bismuth sub-nitrate 1.40@ 
Boric Acid, ton 
Calamine 
Calcium, phosphate. 
Ph’phate, tri-basic .13@ 
sulphate ......... 03% @ 
Camphor .5s@ 
Cardamon seed .... .65@ 
Castoreum 17.50@ 


-16@ 


Chalk, precip. ..... .03% A ‘ 


Cetyl Alcohol 75 
Pure 1900 
Cherry laurel water, 
gal 
Citric acid 
Civet, ounce 
Cocoa butter 
Clay, Colloidal 
Formaldehyde 
Fuller’s Earth, ton.. 
Formic acid .12@ 
Fatty Acids (See Soap Sec.) 
Guaran -75@ 
Gum Arabic, white. .20@ 
PEMNEE, <4 cciekaaca’ 09% @ 
Gum Benzoin, Siam 1.30@ 
Sumatra .24@ 
Gum galbanum .... .05@ 
Gum myrrh .30@ 
Henna, powd. 15@ 
Hydrogen peroxide. .05@ 
i -06@ 
3.50@ 
.18@ 
.20@ 
.24@ 


Labdamum 

Lanolin, hydrous 
anhydrous 

Lavender flowers .. 

Magnesium, Carbon- 


ate 06% @ . 


Stearate 19@ 
Sulfate ......... 02%@ 

Musk, ounce 

Oils, Vegetable 

Olibanum, tears 
siftings 

Orange flower water, 
gal. 

Orange flowers .... 

Orris root, powd, .. 

Paraffin 

Patchouli leaves ... 

Petrolatum, white .. 

Phenol 

Potasium, Carbonate 
Hydroxide 

Quince seed 

Reseda flowers 

Rhubarb root, powd. 

Rice starch 

Rose leaves, red.. 

Rose water, gal. ... 

Salicylic acid 

Sandalwood Chips.. 

Saponin 

Soap, neutral white 

Sodium, Carb, Crys.. . 
Phosphate, Tribasic .0% 

Spermaceti 

Styrax 

Sulfur, precip 

Tartaric acid 

Titanium oxide .... 

Tragacanth, No. 1.. 

Triethanolamine 

Venice turpentine, gal. 

Vetivert root 

Violet flowers 

Zine peroxide ‘ 
CE ce cdgwances 13%.@ 
Stearate a 


‘20@ 
044% @ 
16@ 
.07@ 
16@ 
13@ 
.07%@ 
.60@ 
1.50@ 
23@ 


sis mBisis Gibiy, 
®DDd DD 


se 2 be 
dD 
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16.00@ : 


105.00@115.00 


.20 


08@ 08% 


15.00@ 25. 00 
(See Soap Sec.) 





New York Market Report 


HE market has not been particularly active in 

general although the volume of inquiries for goods 
for later delivery is said in most quarters to be very 
gratifying. There are one or two strong spots in the 
essential oil market but in general prices have been 
no better than steady. Citrus oils are the principal 
exception to the rule of easiness. Here stocks locally 
are by no means large and shipment prices on Italian 
and West Indian oils are high. Messina lemon is sharply 
higher and California goods are in a very firm position 
although they have not advanced materially. Orange 
of all descriptions is strong with sharp advances in 
West Indian and Messina oils. 

Quite the reverse is the situation in peppermint where 
new crop offerings combined with more or less apathy 
on the part of buyers has resulted in some weakness. 
Prices locally appear to be holding better than country 
levels, the reverse of the usual position at this time 
of the year. Anise and cassia are comparatively weak 
items. Clove is very firm. Other oils, notably flower 
oils are little better than steady although in all quar- 
ters the statistical position is said to warrant at least 
mainenance of the present levels. 

Synthetics have not been moving too well although 
this is chiefly the result of the usual dullness of this 
season of the year. Demand for perfume compounds 
is said to be good although most of the business seems 
to be coming from small concerns which purchase only 
in very moderate quantities. 


English Herb Crops 
by H. S. Redgrove 


Stafford Allen & Sons, Ltd., who have an extensive 
herb farm at Long Melford, Suffolk, England, report 
that the late May frosts have been prejudicial to some 
of the medicinal herbs, while the unusually wet June, 
compared with the last two hot summers, has been 
very beneficial to others. 

Dill appears to have been one of the crops benefited, 
and there is promise of good harvest of seeds in both 
Suffolk and Lincolnshire. Peppermint has also benefited 
in Suffolk; and W. J. Bush & Co., Ltd., state that the 
crop in Surrey—where there appears to be about 100 
acres under cultivation—looks very fair and the leaf 
seems strong. A good yield of about 40 lbs. to the 
acre is anticipated. In some parts, however, pepper- 
mint has suffered, and crops will be below average. 
Good crops of chamomile and lavender are anticipated 
from practically all districts where these aromatic plants 
are grown. Good crops are also expected of tarragon, 
parsley, thyme, spearmint and marjoram, but the cul- 
tivation of the last is said to be declining. 
some places, has suffered from blight. 


Sage, in 


Exports of Vetivert Root, from Reunion 


Exports of vetivert root decreased somewhat. Ship- 
ments for the 1934 season reached only 7,055,150 kilo- 
grams against 8,981,854 in 1933. (Vice Consul Davis 
B. Levis, Paris.) 
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Prices of Soap Materials 


Tallow and Grease 


Tene, Ti. 7. ©. GRR ok caccicaces $0.06%4 @ 


Edible 

Fancy 
Grease white 

House 

Yellow 
Lard 


Fatty Acids 
Coconut Oil, 98% Saponifiable, tanks. 
Corn O11, 05% T.F.A. tanks......... 
Red Oil, distilled, tanks 
Saponified 
Stearic Acid, single pressed, c.l. 
Double pressed 
Saponified 
Triple pressed 
Saponified 


Soap Making Oils 
oe — ee | | 
No. 3, tanks 
Coconut, Manila Grade, tanks 
Corn, crude, Midwest mill, tanks..... 
Cotton, crude, Southeast, tanks...... 
Refined 
Foots 50% T.F.A. 
Lard, common No. 1 barrels......... 
Olive, denatured, max. 5% F.F.A. 
drums, gal. 
Foots, Prime, green, barrels...... 
Palm, Lagos, max., 20% F.F.A., drums 
Niger, casks 
Palm, Kernel, tanks 
Peanut, crude, barrels 
Refined, barrels 
Soya beans, max. 2% F.F.A., Midwest 
mill tanks 
Tallow, acidless, barrels 
Whale, Crude No. 1, Coast, tanks.... 
Refined, barrels 
Glycerine 
Chemically pure, drums extra 
Dynamite, drums _ included 
Saponification, drums 
Soap, lye 


Wood 


Chemicals 
100 pounds..... $ 


Acid, muriatic, 18°, 
Sulfuric, 60°, ton 
66°, ton 
Borax, crystals, carlot, ton 
Cyclohexanol (Hexalin) 
Naphtha, cleaners, tank cars........ 
Potassium, carbonate, 80@85% 
Hydroxide (Caustic potash) 
92% 
Salt, works, ton 
Sodium carbonate 
light, 100 pounds 
Hydroxide (Caustic 
Solid, 100 pounds 
Silicate 40°, drums, 
pounds 
Sulfate, anhydrous 
Phosphate, tri-basic 
Zine oxide 


(Soda ash) 
Soda) 


works, 100 


0 %@ 
09 @ 
.05 4 (a 
O5%@ 
05%@ 
12%@ 


O9%’%@ 
06%@ 
0714 @ 
.08 @ 
10%@ 
10%@ 
11%4@ 
13%@ 


13%@ 


O09“WE 
09 @ 
O3%@ 
08 % fa 
.09 @ 
09% @ 
024%@ 
09% @ 


84 @ 
08 @ 
04% @ 
03% @ 
03% @ 
10%@ 
13 @ 


08 @ 
10%@ 
04 1 4 @ 
07% @ 


14%@ 
13%@ 
104@ 
09% @ 


00 @ 
00 @ 
5.50 @ 
2.00 @ 
20 @ 
05 @ 
.07 @ 


07% @ 
50 @ 
23 @ 
2.60 @ 
80 @ 
02ua 


02% @ 


05% @ 


71.00 


05% 


03 
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MYSORE 


1% ay The Home of Sandalwood 


C3on Mysore Sandalwood 
Oil distilled from selected 


Mysore heartwood is recognized as 





the standard of quality by leading 


authorities the world over. 
Q) 


Always specify Mysore Oil and in- 





sist on sealed and serially numbered 


containers. 


—, 


Distilled at our Linden, N. J. plant 


Sole Agents for the United States 
W. J. BUSH & CO., Inc., New York 


6 
Sole Agents for Canada 


W. J. BUSH & CO. (Canada) Ltd. 
Montreal, Canada 


"I? Oldefte Efferrce Diftilltrs” 


W. J. BUSH & Co. 


INCORPORATED 


Essential Oils Aromatic Chemicals 
Natural Floral Products 


NEW YORK, N. Y. 


LONDON - MITCHAM - MESSINA - GRASSE 
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ESTABLISHED 1845 


BATZOUROFF & Co. 


SOFIA, BULGARIA 


PVRE GirO OF ROSE 


MODERN DISTILLERIES AT : 


KARNARE KALOFER 
KARLOVO RAHMANLI 


SOLE DISTILLERS BY VACUUM PROCESS 


EXCLUSIVE AGENTS U.S. AND CANADA : 


GEORGE LUEDERS & Co. 
427-429 WASHINGTON Sr., NEW YORK 


BRANCHES : 
CHICAGO-SAN FRANCISCO 
MONTREAL 
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SYNTHETICS 6b 
SYNFLEUR 






















JASMIN d’/ESPAGNE.-A continues to be a most indispensable 


perfume material, either as a constituent in a perfume formula or used 


alone to impart the delicate Jasmine character. Jasmin d’Espagne-A will 
not discolor, hence adapted for all perfumery purposes, very pungent and 
delightful. 

Pounds $12.00 ‘Trial Ounces $ 0.95 


CUCUMBIS. Seldom, indeed, has a real Cucumber character been made 
available for lotions, creams, etc. Cucumbis-Synfleur is the genuine 
freshness in person. It is the result of very extensive research work and 
one ounce proves ample to one hundred pounds of cream — hence 
economical. 

Pounds $15.00 Trial Ounces $ 1.15 


FRESA-D,- Strawberry that is Strawberry—equally satisfactory for 
perfumes or flavors. For perfuming creams one ounce to one hundred 
pounds. For flavors approximately one-half ounce to one hundred pounds 
depending on the product. It has the charming, intense fruity flavor and 
odor that satisfies. 

Pounds $ 6.50 ‘Trial Ounces $ 0.65 





SYNFLEUR 


SCIENTIFIC LABORATORIES, Inc. 
Monticello, New York 


ATLANTA e PHILADELPHIA e DETROIT 
MANILA e BUENOS AIRES e MEXICO, D. F. 
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FOODS + MEDICINES 
TOILETRIES 
ADHESIVES + PAINTS 
POLISHES +» LUBRICANTS 


WE OFFER COMPLETE SERVICE 
Design + Technical Research * Manufacturing 
Uniformity * Speedy Deliveries + Increased Profits 

WRITE US FOR INFORMATION 


NEW ENGLAND 
COLLAPSIBLE TUBE CO. 
91-33 WALLER ST. NEW LONDON, CONN. 
3132 SOUTH CANAL ST. CHICAGO, ILL. 

500 FIFTH AVE., NEW YORK 


August, 1935 
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THE reputation of Fritzsche 
Brothers, Inc. rests less upon 
the fact that we are one of 
the oldest and one of the largest 
essential oil houses than upon 
the more significant fact that 
our volume of business is the 


result of an ever growing demand 


for dependably highest quality 
perfumers’ and soapmakers’ raw 


materials. 


FRITZSCHE BROTHERS, Inc. 


N 
FO og 
EG. u.s pat. OF 





OIL ROSE, KEZANLIK 


(Our Own Distillation) 
ROTARY TYPE 


E venture the assertion that there has never 

been made available to the perfumer a finer 
distilled rose oil than that produced by the rotary 
process under our own supervision. It has been a 
revelation to many perfumers who had never seen 
the genuine, uncut, unfortified, Otto of Roses. 


It costs a little more but is worth a great deal 
more, not only for its exquisite odor but because it 
can be stretched by the perfumer if necessary, to 
meet his cost limits; and at the same time yield a 
degree of dollar value which makes it actually 
economical in use. 


We also have and handle in a large way the 
type of Kezanlik Rose commonly met with in the 
market, representing the oil distilled in the usual 
manner by individual growers. 


For those who want better solubility and clarity 
which will not be disturbed by cloudiness when in 
solution or when subjected to temperature changes, 
our Rose Kezanlik, from which all Stearopten has 
been removed, is an exceedingly valuable product. 











Liquid Absolute Essences 
F. B. 


S manufacturers of Liquid Absolute Floral Essences 

in our own factory at Seillans, in the flower growing 
districts near Grasse, France, we are able to guarantee by 
personal knowledge the quality, the purity and the odor 
strength of these products. 


Our essences represent the true odor just as Nature made it, 
undiluted and unblended. Each step in their extraction is 
made under the watchful eyes of men who have for nearly 
forty years been making floral extracts for the foremost 
French perfumers. 


Absolute control of the production not only enables us to 
offer essences of unmatched quality—but, on account of 
the fact that we make them in our own factory and market 
them through our own organization, we are able to offer 
them to American perfumers at most attractive prices. As 
the middleman has been eliminated, there is only one profit 
involved. 


Cassie Ancienne Mimosa 

Genet Oak Moss 

Geranium Orange Flowers 

Jasmine Orange Flowers from Water 


Jasmine from Enfleurage Rose 

Jasmine from Chassis Rose Bulgarian 

Jonquille from Enfleurage Tuberose from Enfleurage 
Labdanum Tuberose from Chassis 


Lavender Ylang Ylang 


CIVET 


Y reason of extremely advantageous arrangements 
at the source of origin we are exceptionally well 
placed to supply the finest qualities of pure unadulter- 


ated Civet at a very reasonable price. 


Civet has come to be an article of confidence in the 


widest sense of the word due to widespread adulteration. 


We guarantee our Civet to be free from all forms of 
. adulteration, fortification and stretching and we invite 
comparison of our superb quality by those who use Civet 


in a large way. 


FRITZSCHE BROTHERS 


INCORPORATED 
78-84 Beekman Street, New York 


Branches 
BOSTON, MASS. CHICAGO, ILL. COLUMBUS, O. KANSAS CITY, MO. 


250 Stuart Street 118 West Ohio Street 21 East State Street 2018 Guinotte Avenue 


NEW ORLEANS, LA. PHILADELPHIA, PA. LOS ANGELES, CAL. SAN FRANCISCO, CAL. 
$02 Louisiana Building 319 Bulletin Building 164 South Central Avenue 122 New Montgomery Street 


FRITZSCHE BROTHERS OF CANADA, Ltd. 
77-79 Jarvis Street, TORONTO, CANADA 


PARFUMERIES DE SEILLANS, SEILLANS (VAR) FRANCE 
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f shoppers did THIS... 


your product would need no 
merchandising wm 


Your retail problem would be 
‘simple if shoppers took the 
‘magazines along. Thumbed 
their pages for suggestions. 
“Bought as your advertising 
"directs. 


| Your product could be hidden 
on the top shelf. Stuck under 
| the counter. Stored in the cellar. 
| It would still sell. 


Merchandising —successfulmer- 
) chandising — does the next best 
thing. By drawing attention to 
-your product at the point of 
S sale, it gets your advertising 
_ “remembered” when and where 
it will do the most good. It 
| bridges the gap between adver- 
) tisement and retail counter. 
| Makes your message “click” 
and pay. 


In planning the merchandising 
| for your product, has it occur- 
' fed to you that the American 
: Can Company might be of help? 


Has it occurred to you that a 
company specializing in two 
basic merchandising weapons 
— packages and point-of-sale 
displays—must have quite a 


merchandising background? 


Possibly in our broad expe- 
rience, with thousands of prod- 
ucts in almost every field, there 


may be something of value to 


you. We should be glad to work 
with you and contribute what 


we Can. 


Why does American Can Company 
concern itself with problems of 
retail merchandising? 


Our reasons are the same as yours. 
We cannot sell more packages than 
you sell for us—yow cannot sell 
more than the consumer buys. The 
consumer is our common goal. 


AMERICAN CAN COM PANY 


230 Park Avenue, New York 
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IE 


Natural Flower Oils 


Fisenesial Oils 


—, 


MOREL & CO. 
Aromatic Chemicals 


and 
Specialties by LF and MOREL & CO. 


LAVENDER PLANTATION-LF 


Geranium Oils, Bourbon & African 
Ylang Ylang 
Spike, Thyme, Rosemary, Bergamot 


Sole Agents in United States and Canada 


LAUTIER FILS 


INCORPORATED 
HICAGO: 154-158 West 18th St. PACIFIC COAST: 
33 'W. ‘One St. NEW YORK 148 Gallformia. St oo 


August, 1935 The American Perfumer 


ae 7 


=a* 


— 


Y Il Ne‘ 


TUBE DESIGNS 


Does your Package have a forceful person- 
ality? Does it reach out to new customers and 
hold your old ones?...Use Wirz design service 
to give sales punch. 






... Ask for suggestions. 










A. H. WIRZ, Inc. 
Established 1836 
CWHESTER,. PA. 


NEW YORK, N. Y. 30 East 42nd Street 


CHICAGO, ILL. . : : . « ‘Ss ; 80 East Jackson Blvd. 
LOS ANGELES, CAL. . . . . . 123) East Seventh Street 
OAw.winz ine, 19396 | Havana, Cuba, Roberto Ortiz Planos, O'Reilly 49, Dep. 209 





SEE ALSO BACK COVER 
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; Improve the 
Appearance of Your Package 


with an attractive serviceable stock or 
specially designed 


Cap 


For perfumes, talcum and tooth powder, bath 

salts, ete. @ Furnished in a variety of designs in 

fancy metal, plain brass, polished brass, nickel 

plated or in other metals. Our “Negative Finish” 

resists acids, alkalies and alcohol. Proven by 
laboratory tests. Available in most designs. We 
make laboratory tests to determine proper fin- 
ish if necessary. Samples and prices on request. 


BRASS GOODS MFG. CO. 
345 ELDERT STREET 
BROOKLYN,N.Y. 

Phone: FOxcroft 9—3900 


y, 


STL 
“vase 
ad 
ee 


72 —43 M/M Bath Salt Cap No. 238 —15 M/M Talcum Can Top . 282*—24 M/M Screw Cap 
- 140 —35 M/M Sifter Top Cap No. 240 —14%4 M/M Square Slip Cap . 291*—22 M/M Screw Cap 
. 150 —13. M/M Screw Cap No. 249 —1414%4 M/M Screw Cap . 292 —28% M/M Flask Cap 
. 185 —154%4 M/M Screw Cap No. 250 —12 M/M x 23% M/M . 295 —13% M/M Slip Cap 
. 186 —44. M/M Fancy Bath Salt Cap Oval Slip Cap Yo. 298*—38 M/M Talcum Cap, 
. 188 —23%4 M/M Taleum Can Top No. 251 —-15 M/M Screw Cap Sifter Top 
. 200 —28 M/M Sifter Top Cap No. 257 —12 M/M x 23% M/M . 300*—18 M/M Screw Cap 
.0200—28 I One Piece Cap Oval Slip Cap . 317 —11 M/M Slotted Slip Cap 
. 215 —19% Taleum Can Top No. 258 —40 M/M Bath Salt Cap . 323 —45 M/M Bath Salt Cap 
. 230 —13 M Screw Cap No. 264*—20 M/M Screw Cap . 324*—45 M/M Cream Jar Cap 
. 232 —13 Screw Cap No. 267 —16 M/M Slip Cap Same design as No. 
. 234 —101%4 M/M Screw Cap No. 269 —44 M/M Bath Salt Cap 323. 
- 236 —19%2 M/M Slip Cap No. 281 —11 M/M Slip Cap . 327*—43 M/M Same design as 


*FITS G. C. A. No. 400 GLASS FINISH No. 324. 
hs 
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A series of “different” odors 
for that line that’s going to be big this Fall 


On the page—just a list of names; but in the 
hand, it’s one of the finest series of distin- 
guished perfume oils. France itself would be 
proud of them. 

They’re all good for perfumes, toilet waters, 
and liquids. Most of them are good for pow- 
der. Many can also be used in cream. State 
your needs. 


Perfume is the essence of success. 


SEND FOR SAMPLES 


Bouquet BE (3 grades) $00.00 Ib. $36.00 Ib. $16.00 Ib. 
Bouquet AG 24.00 Ib. 

Jouquet AB grades ) 60.00 Ib. 20.00 Ib. 

Jouquet AV (3 grades) 64.00 Ib. 40.00 Ib. 16.00 Ib. 
Bouquet AH grades ) 48.00 Ib. 24.00 Ib. 

Bouquet AA (3 grades) 48.00 Ib. 24.00 Ib. 12.00 Ib. 
Bouquet AM (3 grades) 54.00 Ib. 36.00 Ib. 10.00 Ib. 
grades ) 60.00 Ib. 28.00 Ib. 12.00 Ib. 
grades ) 40.00 Ib. 20.00 Ib. 

grades ) 48.00 lb. 32.00 Ib. 

grades ) 50.00 Ib. 24.00 Ib. 

grades) 24.00 Ih. 10.00 Ih. 

grades) 32.00 Ib. 16.00 Ib. 


Bouquet AC 
Bouquet AP 
Jouquet BC 


Bouquet AQ 


Nm Ww Ww KH WH 


Bouquet BI 


tu 


Bouquet ALE ( 


van Ameringen-Haebler, Inc. 


Manufacturers and Importers of 


Aromatic Essentials 


Flavor Materials, Aromatic Chemicals 
Essential Oils, Perfume Specialties 


315 "FOURTH AVENUE, NEW YORK 
180 North Wacker Drive, Chicago +438 W. 48th St., Los Angeles 42 Wellington Street, E., Toronto 


Factory, Elizabeth, N. J. 





There isa Right Way to Buy Aromatics 
and a Dozen Wrong Ways 


It’s a simple matter to buy the right way. 
Just examine for 


a. Odor 


» Purity 
c. Integrity 
d. Price 


In those four qualifications we and the products 
of our factory have built a sound and growing 


business. 
Some of the Products: 

Alpha Amyl Cinnamic Alde- Oleo Resins 

hyde Terpeneless Oils 
Benzaldehyde Benzyl Cinnamate 
Citral Benzyl Salicylate 
Citronellol nail: decides 
Cseidied Geranyl Acetate 

> Da Se 

Irine (Ionone Series) atetnyt ware Coceot 
Linalool Para Cresyl Acetate 
Methyl Cinnamate Para Cresyl Phenyl Acetate 
Phenyl Ethyl Alcohol Phenyl Ethyl Acetate 
Rhodinol Phenyl Acetaldehyde 


and many others 


van Ameringen- Haebler, Inc. 


Manufacturers and Importers of 


Aromatic Essentials 


Flavor Materials, Aromatic Chemicals 
Essential Oils, Perfume Specialties 


315 FOURTH AVENUE, NEW YORK 
180 North Wacker Drive, Chicago 438 W. 48th St., Los Angeles 42 Wellington Street, E., Toronto 


Factory, Elizabeth, N. J. 
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ORANGE INCOLORE 








makes the perfumer independent of price 
fluctuations. 


ORANGE INCOLORE 
used part for part, replaces Orange Flower 
Absolute in any of your compositions. 


ORANGE INCOLORE 


is outstanding, new, uniform, moderate-priced, 
versatile. 








Try it today 


van Ameringen-Haebler, Inc. 


Manufacturers and Importers of 


Aromatic Essentials 


Flavor Materials, Aromatic Chemicals 
Essential Oils, Perfume Specialties 


315 FOURTH AVENUE, NEW YORK 
180 North Wacker Drive, Chicago 438 W. 48th St., Los Angeles 42 Wellington Street, E.. Toronto 


Factory, Elizabeth, N. J. 


AD 32—copT soms--30o8p sre< 





TRUE FRUIT FLAVORS and 
ARTIFICIAL FLAVORS 


are an important part of our business. One of 
our factory buildings and many of our staff are 
devoted entirely to research and production of 
flavors. An excellent line of products, con- 


stantly improved, is worth looking into. 


HAARMANN & REIMER 


an old and valued name in the field of aro- 


matics. 


We are exclusive American representatives of 
this firm, and will be glad to have inquiries for 
their 
Flavor Specialties 
Perfume Specialties 
Aromatic Chemicals 


van Ameringen-Haebler, Inc. 


Manufacturers and Importers of 


Aromatic Essentials 
{ Breer Materials, Aromatic —— 


Essential Oils, Perfume Specialties 


315 FOURTH AVENUE, NEW YORK 
180 North Wacker Drive, Chicago 438 W. 48th St., Los Angeles 42 Wellington Street, E., Toronto 


Factory, Elizabeth, N..J. 
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Faithful Reproduction of colors— 
clean, clear, flawless printing— 
strict adherence to construction 
details. These are the elements 
that characterize 


~~ 


BOND MANUFACTURING CORPORATION, INC. 
Manutacturers of CORK-TEX DISCS — BOND CROWNS — CORK SPECIALTIES 


WILMINGTON - - - - - - DELAWARE 


NEW YORK CITY BOSTON DETROIT PORTLAND CHICAGO SAN FRANCISCO 
H. H. Hoile A. P. Vining J. L. Mathieu's Sons Harry O. Strom Arthur LaQueur Harry O. Strom 
10 E. 40th St. 137 Kneeland St. 239 Chalmers Ave. 309 S.W. 4th Ave. McCormick Bidg. | Drumm St. 
AShland 4-7534 Liberty 3094 LEnox 8:99 HArrison 3229 Exbrook 3393 


: 1 oles by 
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BATH SALTS 


Sodium Carbonate 
Sodium Phosphate Tribasic 


DEQDORANTS 
Aluminum Chloride 
Calcium Carbonate 

Kaolin 
Magnesium Carbonate 
Taicum 


DEPILATORIES 
Barium Sulphide (Gray & Yellow) 
Calcium Carbonate 
Eugenol 
Strontium Sulphide 
Talcum 
Terpineol 


FACE POWDERS 
Bismuth Oxychloride 
Bismuth Subnitrate 
Calcium Carbonate 
Kaolin 
Magnesium Carbonate 
Talcum 
Zinc Oxide 
Zinc Stearate 


HAIR TONICS 
Acid Salicylic 
Oxyquinoline Sulphate 
Quinine Sulphate 
Resorcin 


SKIN LOTIONS 


Calamine 
Zinc Oxide 


SUNBURN 


Acid Tannic 
Calcium Carbonate 
Glycerin 
_Lanum 
Talcum 
Zinc Stearate 
Zinc Sulphocarbolate 


SUN-TAN 


Bismuth Oxychloride 
Lanum 
Quinine Salts 


FRECKLE CREAM 


_ Bismuth Subnitrate 


Mercury Ammoniated 


FOR MANUFACTURERS 
OF COSMETICS, 
TOILET PREPARATIONS 
& ALLIED PRODUCTS 


Merck & Co. Inc. produce more than 
3000 chemicals, every one of which is 
subject to rigid laboratory control and 
must conform to definite standards of 
purity and uniformity. Only the highest 
grade of raw materials obtainable is 
used in the production of Merck Chem. 
icals and each product is guaranteed 
to meet modern manufacturing require- 
ments in every particular. This is a factor 
of primary importance to manufacturers 
of cosmetics, toilet preparations and 


allied products. 


The experience and facilities of the 
Merck Chemical Service Department is 
available to help you solve your manu- 


facturing problems. We invite you to 


THESE ARE ONLY A FEW OF THE CHEMICALS 
OBTAINABLE UNDER THE MERCK LABEL write us regarding your requirements. 


MERCK & CO. INC. RAHWAY, N. J. 


NEW YORK: 161 SIXTH AVENUE ¢ PHILADELPHIA: 916 PARRISH STREET ¢ ST. LOUIS: 4528 S$. BROADWAY 


Manufacturing Chemists 


In Canada: MERCK & CO. LTD., MONTREAL and TORONTO 
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Pure Vanilla Concentrate 
TWELVEFOLD 


Made from choice beans 


1 gallon will produce 12 gallons 
of first class STANDARD PURE 
VANILLA EXTRACT. Samples 
and further instructions cheerfully 
given upon request. 


FLORASYNTH 


LABORATORIES, INE. 


1513-33 OLMSTEAD AVE., NEW YORK, N. Y. 


(See also 
page 82) 
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SAN FRANCISCO LOS ANGELES MONTREAL 
524 Washington St. 4665 Hollywood Blvd. 445 St. Francois Xavier St. 


DALLAS CHICAGO TORONTO 
2622 Throckmorton St. 10 West Kinzie St. 11 King St. W. 
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Compare these two Lemon Oil Solutions 


New Clarified Oil produces clear alcoholic solutions because the 
troublesome insoluble substances have been completely removed 


MADE WITH EXCHANGE 
COLD PRESSED OIL OF LEMON 


MADE WITH ANOTHER BRAND 
BOUGHT ON THE OPEN MARKET 


Unfiltered Alcoholic Solutions of LEMON OIL 


HESE two containers tell 

their own story of a remark- 
able step forward in lemon oil 
manufacture. 


You simply add alcohol to the 
new Exchange Brand Oil of 
Lemon and get immediately an 
absolutely clear, yellow solution 
for use in your products! 


The exclusive Exchange pro- 
cess removes the insoluble sub- 
stances that cause muddiness. 
No cloud. No sediment. No filtra- 
tion. No waste! 


Improved in Flavor, 
Color, Aroma 
For years, Exchange Brand 


Oil of Lemon has been notable 
for its fine flavor, color and 
aroma. The application of Ex- 
change standards of production 
control to rich California lemons 
has assured this. Now these 
qualities are further improved. 


Exchange Brand Oil of Lemon 
is uniform in performance. 
Stable in your finished product. 


Test These Advantages 


Prove these advantages by a 
test in your own product. Com- 
pare the new Exchange Brand 
Oil of Lemon with any—regard- 
less of price. Then figure your 
saving. 


Sold to the American market exclusively by 


FRITZSCHE BROTHERS, Inc. 


78-84 Beekman Street, New York City 


DODGE & OLCOTT COMPANY 
180 Varick Street, New York City 


Distributors for 
CALIFORNIA FRUIT GROWERS EXCHANGE 


Products Department, Ontario, California 
Producing Plant: EXCHANGE LEMON PRODUCTS CoO., Corona, Calif. 
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Copr., 1933, Products Department, California Fruit Growers Exchange 


Order now, and start at once 
to getimproved results at lower 
cost. 


QUICK FACTS 


. Flavor that suggests a freshly- 
cut lemon 


. Finer Aroma 
. Deep natural Color 


. Stable in your finished 
product 


. Uniform Performance 
. Lower Cost per unit of flavor 


AND NOW... 
. CLARIFIED. No sediment. 
No cloud. No filtration. 
No waste. 


OIL OF LEMON 
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w ROSIS 


A new, low-cost substitute for 
Rose Absolute Grasse... rivals 
the original in odor 

can be used alone or with the 
natural product—at no sacri- 
fice of quality ... ideal for ex- 
tracts, lotions, powders and 
creams and new perfume com- 
binations. It sells at approxi- 
mately half the price of the 


original absolute. 


©) WRITE. US TODAY FOR 
SAMPLES AND PRICES 


TUBEROSIS 


bears the same relation to 


Tuberose that Jasmonis does 
to jasmin .- - and offers cot- 
responding advantages in price 


p ee : Gor and odor attributes. There is 
G . no better value to be found 
V A U D A N anywhere than this synthetic 
rs 

DELAWANNA INC Tuberose .-- and none offe 


interestin possibilities 
80 FIFTH AVENUE, NEW YORK, N. Y. more inte g 


for creating new, eee 
BRANCHES: i i 
D ES: Philadelphia Los Angeles Atlanta Cincinnati odor combinations. 
etroit Dallas Baltimore New Orleans Chicago 
San Francisco Seattle Montreal H 
€ avana 
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- lO assure maximum odor Value, For this 
reason production at our Delawanna factory is 
80 scheduled that a rapid stock turnover js 
attained,  'Thic iS your suarantee of a freshly. 


made product. 


Specify GIVAI DAN-DELAWA 
\CETALDEHY DE I é Sure of a con- 


sistent]y fresh supply... year in and Year out. 


NEw YORK, Peg. a 


Los Angeles Atlanta Cincinnati Detroit Dallas 
icago San Francisco Seattle Montrea! Havana 





BOUQUET 
des ALPES 


The gentleman's talcum _ odor. 


A favorite everywhere among 


people of discernment 


Ivy this and see 
for yourself. 


orda 


ESSENTIAL OIL 
& CHEMICAL CO., ING. 


Chicago Office 601 West 26th Street, New York City St. Paul Office 
325 W. Huron St. LAckawanna 4-4700 Pine and E. 3rd St. 


Los Angeles Office Canadian Office Southern Office 
685 Antonia Ave. 119 Adelaide St. W., Toronto Candler Annex Bldg., Atlanta, Ga. 


The American Perfumer August, 1935 23° 





Compacts 


REG. U. S. PAT. OFF 


Powder Puffs 


A new development in sterilizing 


ROUGE and POWDER 


puffs, keeping them actively anti- (More than 150 tints) 


septic until washed, is being 


adopted by us. EYE SHADOW 


This process is without doubt one (All shades) 
of the most remarkable advances 
ever made in the textile field, and 


offers an assurance to the user of LIP ROUGE 

the puff chat a matter how soiled and CREAM ROUGE 
it may be, it is still a clean puff 

bacteriologically. (All indelible shades) 


Details on Request 
EYE BROW PENCILS 


WATERPROOF 
COSMETIQUES 


All our products guaranteed 
for chemical purity. For your 
further protection, Products 
Liability Insurance carried. 


OXZYN COMPANY 


New York Office In business since 1874 Canadian Office 
154 - 11th Ave. 103 Ottawa St. 
Walkerville, Ont. 


Originators of Natural Rouges 
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Visseminators 


open a huge market for the Perfume Industry 


A MANUFACTURER discovers that a mild, agreeable odor in a taste- 
fully decorated display room materially improves the appealing quality 
of the room; a retail furniture store, an automobile sales salon, find that 
a faint appropriate odor appeals to their customers. In theatres, homes, 
ofhces; in industrial use to disguise or neutralize disagreeable odors, the 
perfume disseminator has made a place for itself by giving character 


to a room, by making surroundings a pleasanter place to be in. 


But the market for perfume, disseminated through artistic and appro- 
priate disseminators, has not been scratched. Felton has specialized in 
studying this market. They have a lot of information for the manu- 


facturer or distributor who is interested in investigating it. 


The proper odor for a disseminator must be developed with several 
special characteristics in mind. Just any perfume, no matter how 
pleasant, will not do. The perfume for a disseminator must have effu- 
sion, must be persistent, must be reasonable in cost and must be 
appropriate to the place in which it is used. Odors developed by Felton 
for perfume disseminators will meet any special requirements you have 


in mind. 


Write us for full information on this 
subject and for appropriate samples 
which we shall be pleased to furnish. 


Fecron CHemicar Company 


INCORPORATED 


Executive Offices and Factory: 603 JOHNSON AVE., BROOKLYN, N. Y 


Boston, Mass Philadelphia, Pa yndusky, Oh Chicago, | 
80 Boylstor 200 S 2th St 140 t 1200 N. Ashland Ave 


La os Angeles, Ca 
Balter Blda 515 S$ Fairfax Ave 


Stocks carried in principal cities 





JASMIN No. 46 — ROSEFIN C — SWEET PEA No. 45 B — PINEODOR No. 7 


IN these four fragances, Felton has developed perfumes which 
are fully effective in neutralizing the disagreeable odor of 
sulphanated oils and will impart to your finished product delight- 


ful fragrance at minimum cost. 


WRITE FOR SAMPLES AND QUOTATIONS 


FELTON CHEMICAL COMPANY 


Executive Offices and Factory 


603 JOHNSON AVENUE, BROOKLYN, N. Y. 


Manufacturers of AROMATIC CHEMICALS, NATURAL ISOLATES, PERFUME OILS, ARTIFICIAL FLOWER and FLAVOR OILS 
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snule 


It takes about 30 to 45 days to get 
ready for new lines, or changes in 
present containers. We urge you to 
consult our nearest office now. We 
manufacture a complete line of quality 
cosmetics for the trade only and nothing 


under our own label. 


HELFRICH LABORATORIES 
564-570 W. Monroe St.. Chicago 


HELFRICH LABS. OF N. Y. INC. 
30-34 West 26th St... New York 


BALDWIN & BALDWIN CHARLES H. CURRY 
819 Santee St., Los Angeles, Calif. 420 Market St., San Francisco, Calif 


HERBERT J. BITTMAN, 318 People's Bank Bldg., Seattle, Wash. 
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BRIDGEPORT 
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ANITY CASES 
ROUGE CASES 


PASTE ROUGE 
CONTAINERS 


LIPSTICK HOLDERS 


EYEBROW PENCIL 
HOLDERS 


BOTTLE CAPS 
JAR CAPS 


71» GEDORT 


METAL GOODS MFG. CO. 
BRIDGEPORT * CONNECTICUT 


ESTABLISHED 1909 e TEL. BRIDGEPORT 3-3125 
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ore VERLEY, INC. 
ers lo the 


Taina tu 


THE EUGENOL SERIES 


a group of derivatives from the finest Oil of 
Cloves, developed and manufactured with the 
utmost care in our American laboratories, pri- 
marily to meet our own exacting requirements 
for our compositions and specialties. Now avail- 
able in limited quantities to those who must 
have the best and are willing to pay the small 
premium necessary to obtainit. » » » » 


Eugenol Extra A. V. Acetate Iso-Eugenyle A. V. 
Benzyl Iso-Eugenol A. V. Eugenyl] Formiate A. V. 
Benzoyl Iso-Eugenol A. V. Methyl! Eugenol A. V. 
Acetate Eugenyle A. V. Methyl Iso-Eugenol A. V. 


Iso-Eugenol Extra Crystalizable A. V. 


and RELATED SPECIALTIES 


. our exclusive products in which 
various groupings of these interesting 
derivatives play an important part. 


Oeillet Fleur Neogenol Dianthus “‘E”’ 
Oeillet Extra Dianthum Dianthus “G” 
Oeilletantheme Dianthus “M”’ Xantogenol 


ALBERT VERLEY qumalich- 


, INC., 11 E. Austin Ave., Chicago; 114E. 25th St., New York; Mefford Chemical Co., Los Angeles 
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from an exclusive source 
internationally famous} 
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in its own American lab- 


MANUI 


oratories, with Guy Verley 
as liaison chemist from the 
European house 


In the 
American 
AC INDING ' laboratories, all 
VY Nt oe 2A ee distilling is 
carried out 

in glass. 


dots onl a. 


of our wsianaiie known 


bases, including confiden- 


tial custom compounding} 


for a number of important} 


American cosmetic and 
perfume manufacturers 


omnes 


but the COMBINATION OF ALL 


has given the house of Albert Verley, Inc., 
its unique place in the field of aromatics. 
@ Recent developments by the staff of the 
American laboratories have further ex- 
tended the number and importance of 
synthetic specialties now available to per- 
fumers, for the creation of new, modern 
compositions. ® A case in point is the 
new series of Anthranilate esters—notably 
Linalyl Anthranilate and Pheny- 
lethyl Anthranilate—so quickly accept- 


ed in progressive circles. @ Write for 


samples, or send us any unscenied-pfoduct 
for which you would like to have an origi- 
nal odour developed in strict confidence. 
e Albert Verley, Inc., David A. Bennett, 
President, 11 East Austin Ave., Chicago; L. 
J. Zollinger, Vice President, 114 East 25th 
St., New York. Exclusive American repre- 
sentatives for ETABLISSEMENTS ALBERT 
VERLEY, 8, Quai de la Marine, Isle St. 
Denis (Seine), Paris, and S. A. TOMBAREL 
FRERES, Grasse, France. Pacific Coast 
Distributors: Mefford Chemical Company, 
1026 Santa Fe Ave., Los Angeles, Calif. 
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W ny not investigate and see if you can improve 
your product? That is one sure way to increase 
interest and sales, is it not? 


Many prominent authorities share the convic- 
tion that APLI Processed Cosmetics are the 
finest quality known to our industry .. . defi- 
nitely superior on all counts by any test. This 

is a good time to investigate .. . find out at 

our expense. Write for a dozen or so of 
Lipsticks or Rouges in any new popular 

shade (we make most of them) and run a 

user test. 


You have nothing to lose and so very 
much to learn and profit. 


AMERICAN PERFUMERS’ LABORATORIES 


Incorporated 


Makers of the World’s Finest Cosmetics 
114 FIFTH AVENUE, NEW YORK, N. Y. 
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INTRODUCING style No. 357, made in ¥%, 1, 2,3. 


1, 6 & 8 oz. sizes. All in stock for immediate delivery. 


The wide range of sizes makes these attractive 
hottles available for Nail Polishes, Brilliantines, 
Lotions, Toilet Waters. ete. 


Supplied with or without caps. 


CARR-LOWREY GLASS CO. 


Factory and Main Office: BALTIMORE, MD. 


* 
NEW YORK OFFICE: 500 FIFTH AVE., Room 1427 


Telephone: CHickering 4-0592 
CHICAGO OFFICE: 1562 MERCHANDISE MART 
Telephone: WHitehall 4326 
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LEADERSHIP - 


ROURE- BERTRAND FILS, in 1873, 


were the first to create 


Concrete Essences from pomades, 
and in 1900, discovered the process for 


the manufacture of 


ABSOLUTE FLOWER ESSENCES 


Constant research has enabled us to con- 


tinue to offer the finest quality products to 


our customers. 


ROURE-BERTRAND FILS & JUSTIN DUPONT 
Laragne Boufarik PARIS GRASSE Argenteuil 


ABSOLUTES RESINOIDS CONCRETES 


Sole Representative in the United States and Canada 


GEORGE SILVER IMPORT COMPANY 


351-53 FOURTH AVENUE (Phone: MUrray Hill 4-7797) NEW YORK 


CHICAGO: 722 West Austin Ave. (Phone: HAYmarket 0991) 
LOS ANGELES: 819 Santee St., Room 622. (Phone: Tucke 
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You will find a complete line of Kimble Vials 
for Droppers, Applicators, Shaker Tops Goldy 
Seals, Re-Seal-It Caps, Slip Caps, Screw 
Caps, and specially designed vials for special 


purposes. Specifications on request. 


x ine PACKAGE which carries an article to its various markets 
serves the primary purpose of PROTECTION. If, in addition, 
it is attractive to look at, it has double the chance to win. 

Kimble Vials possess both of these features. They are as 
beautiful in design as they are strong and safe in construc- 
tion. Even the casual shopper—even a buyer who is not 
package-conscious — senses instantly the appeal of these 
dainty, colorful, easy-to-carry vials. They lend themselves to 
effective display and minimize sales effort. 

Every Kimble Vial is retempered to give strength and 
resistance to shock. Each vial is accurately threaded and 
scientifically closured. They are air-tight and leak-proof. They 
are light in weight and travel at low cost. 

It is worth the time of any manufacturer of drugs, per- 
fumes, proprietaries, chemicals and food products to confer 
with Kimble first to insure the success of the sampling cam- 


paign or new package they may be planning. 


KIMBLE GLASS COMPANY. . - VINELAND, N. J. 


NEW YORK+PHILADELPHIA+BOSTON+CHICAGO+DETROIT 
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/ ™ outstanding offerings of 


our house that will interest 
you for Formulating Blends 
of finest quality are: 


Jasmin Absolute 


Rhodinol Absolute 
Orris Butter 
Ylang Ylang 


WRITE FOR SAMPLES 
AND QUOTATIONS 


Compagnie Parento, Inc. 
Executive Offices and Laboratories 


CROTON-ON-HUDSON, N. Y. 


NEW YORK DETROIT LOS ANGELES 
SAN FRANCISCO SEATTLE PORTLAND, ORE. 
TORONTO 


Compagnie Parento, Limited 


y 73 Adelaide St., W., 
Vp Toronto, Ontario, Canada 


COLOMBES, FRANCE LONDON, ENGLAND 
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‘Rose (Flower ‘A 


embodies all the delightful freshness and fragrance 
of the Red Rose. It has been properly fortified and 
is remarkably lasting. A sample will convince you 


of the merits of ROSE FLOWER A. 


“The Use Test is the Only Test” 


Compagnie Parento, Inc. 
Executive Offices and Laboratories 


CROTON-ON-HUDSON, N. Y. 


NEW YORK DETROIT LOS ANGELES SAN FRANCISCO 
SEATTLE PORTLAND, ORE. 


TORONTO 


Compagnie Parenlo, Limited. 73 Adelaide St., W., Toronto, Ontario, Canada 


COLOMBES, FRANCE LONDON, ENGLAND 
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F. nN. BURT COMPANY, LTD. 


MANUFACTURERS OF FINE SET-UP PAPER BOXES 


BUFFALO ---:- -- ABW YORK 


CANADIAN DIVISION DOMINION PAPER BOX CO.,.TORONTO 


Representatives 


New York City Territory Chicago Territory Pennsylvania Territory 


C. M. BOSCOWITZ C. A. HAMMOND A. B. HEBELER 
H. H. BOSCOWITZ 919 N. Michigan Ave _ P.O. Box 6308 — 
17 West 44th Street Room 2203 West Market St. Station 
New York City Chicago, Illinois ‘ Re nee Pa. 
. ; , outhern Territor 
New England Territory Ohio Territory FRANK D. ACESOR 
WILLIAM H. BRADFORD CO. W. G. HAZEN 2150 Washington Ave. 
702 Beacon Street P. O. Box No. 2445 Apartment 12, 
Boston, Mass. East Cleveland, Ohio Memphis, Tennessee 





Listep BELOW are only a few of the 
ESSENTIAL OILS 


that our customers have been purchasing 
from us for almost three score years. 
We cordially invite your patronage. 


Oil Anise Oil Citronella, Ceylon 
Bay Citronella, Java 
Bergamot Geranium African 
‘ Bois de Rose Brazilian Geranium Bourbon 
Cassia Redistilled USP Lemongrass 
Cananga Rectified Lemon Italian 
Cedarleaf Orange Italian 
Cedarwood Peppermint 


Oil Petitgrain 


ARTHUR A. STILWELL & CO. 


INCORPORATED 


- IMPORTERS - EXPORTERS - MANUFACTURERS - 


601 W. 26th ST. 350 N. CLARK ST. 
NEW YORK CHICAGO 


“AN UNIMPAIRED RECORD SINCE 1878” 
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ULTRA FINE PRODUCTS 
EXCLUSIVELY UNDER 
PRIVATE LABEL 


Micronized Rouge and Powder Compacts 
Face Powder Lipsticks 
Cream Lip Rouge Eye Shadow 
Cosmetique Cream Cheek Rouge 


Face Creams Lotions 


The American Perfumer 
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+ 
A SECRET OF GREAT PAINTINGS 


embrandt . . . Titian . . . Monet; these are great artists whose 
color secrets made famous paintings. In the making of fine rouge and 
powder compacts, color is also of vital importance! The new MICRO- 
NIZING PROCESS gives complete uniformity of color from top to bottom. 
In addition, color effects can now be obtained that are impossible to 
achieve by any other process, because of the thoroughness of color distri- 


bution and blending. The shades are more vibrant, more natural. 


But color alone cannot make fine rouge. The particles in MICRONIZED 
rouge and powder compacts are so fine that they will easily pass through 
a 1000 mesh screen. In short, a truly fluid-like texture that eliminates all 


trace of grit. 


No Trace of Grit! 


F d We are the only private label 

Ge house having the exclusive rights 

’ LL from the inventor in the use of 
(Cl 4 this most revolutionary manufac- 
turing method. Don't fail to send 


for your samples of MICRON- 
» Compact IZED compacts and make your 


‘gee own tests. 


PRODUCTS LIABILITY INSURANCE CARRIED 


PARIS COSMETICS wn NC 


ULIRA FRE Ceaweers 
1l@ WEST 14™STREET © hai ol 


CHICAGO OFFICE: GOLTZMAN & CO., 300 West Adams Bidg 
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HEINE & CO. 


NEW YORK 
52-54 Cliff Street 


Telephones BEekman 3-1535-1536 
. 
HEIKO 
TRADE WwW MARK 


NATURAL AND ARTIFICIAL 
FLOWER PRODUCTS 


AROMATIC CHEMICALS AND ESSENTIAL OILS 


Sole Distributors for 
HEINE & CO., A. G., Leipzig 
in the United States and Canada 
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PARKE - DAVIS 
SHAVING CREAM 


TUBE WAS A PRIZE WIN- 

NING CONTAINER IN ALL- 

AMERICA PACKAGE 

COMPETITION SPONSORED BY 
“MODERN PACKAGING". 


COLGATE 
RAPID SHAVE CREAM 


tA GIANT SIZE WAS THE WINNER IN THE 
DESIGNED BY TUBE CLASS IN THIS YEAR'S COMPETITION 
TS ART DEP AREN OF SPONSORED BY THE AMERICAN MANAGE- 


PARKE, DAVIS & CO 


UNDER THE DIRECTION MENT ASSOCIATION AT CHICAGO. 


OF MR. GEORGE H. GIFT. 
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WHEN YOU ORDER WHITE METAL 
TUBES YOU MAY BE SURE THAT IT 
IS OUR SINCEREST ENDEAVOR TO 

MAKE EVERY INDIVIDUAL 
DESIGN A PRIZE PACKAGE. 


y i Es si i WHITE METAL MFG, CO, 


PALMOLIVE-PEET COMPANY UNDER 


DIRECTION OF MR. SIMON DE VAULCHIER. rl QD B Q K 5 N , N . J ‘ 





with GREEN LIGHTS all the way 
when you are 
GOING TO MARKET IN GLASS 


@ Owens-Illinois provides a Complete Packaging 
Service that makes containers, closures and cases all 
available through one responsible source of supply. 


These money saving straight-line facilities are aug- 


mented by an added service unique in the industry 
... that of the Packaging Research Division. In the 
complete experimental laboratories of this division, 
experienced technicians conduct a constant study of 
efficient packaging procedure and modern merchan- 
dising practices. Its facilities are open to customers 
and to others who believe that an intelligent, impar- 
tial survey of their situation may lead to improving 
it. This service is usually cost free. If you pack in glass, 
there is almost sure to be some way in which this di- 
vision’s endless effort can help increase your profits. 
If you market your product in other type packages, it 
is equally certain that the facts and figures available 
through the Packaging Research Division will show 
you how sales can be improved by adopting an attrac- 
tive glass container. If you are repackaging or intro- 
ducing a new product, by all means consider glass. 
Call the nearest office of 

Owens-Illinois Glass Company . . . Toledo, Ohio. 


FUTURA EXTRACT, A COMPLETE LINE OF DIS- 

TINCTIVE STOCK CONTAINERS DESIGNED AND ~< Oo 

MANUFACTURED BY OWENS-ILLINOIS. INCLUDES } ‘ea 
y—Y4—I—11,——2—4-——6 AND 8 OZ. SIZES. s 


CAPS BY THE CLOSURE SERVICE COMPANY. 


OWENS-ILLINOIS 





te. 


THE AMERICAN PERFUMER fakes pleasure in introducing 


PERRY H. BACKSTROM, as its Eastern Manager * Mr. Backstrom, 
before coming to The American Perfumer, was Advertising 
Manager of Modern Packaging, and Modern Plastics * His 
knowledge of conditions in the packaging and fancy paper 
fields, should prove of particular value to manufacturers 
wishing to increase their sales to the toilet preparations 


industry * THE AMERICAN PERFUMER & ESSENTIAL OIL REVIEW 
9 EAST 38th STREET + NEW YORK, N. Y. 
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Large box, 348 PR; medium, 349 PR; small, 350 PR 


Paper Boxes of Dustinction 


AMILY identification is easily retained 
with Rowell packaging. Large sizes, me- 
dium sizes, and samplers—they all have a 


tailored smartness that attracts. 


E. N. ROWELL CO., INC. W YORK 


New York Office: Chicago Office: Hollywood, Cal. Office: Boston Office: 
SEWELL H. CORKRAN H. G. MacKAY C. H. E. DUNN H. P. TUCKER 

30 East 42nd Street 180 North Wacker Drive Guaranty Bldg., 6331 Hollywood Blvd. §2 Chauncy Street 
Phone: MUrray Hill 2-3447 Phone: RANdolph 0934-0935 Phone: Hollywood 0111 Phone: Hancock 0398 


Detroit Office: H. E. BROWN, 7376 Grand River Ave. St. Louis Office: The DICK DUNN Co., Merchandise Mart Bldg. 
Phone: Euclid 2211 12th Blvd. & Spruce St., Phone: Central 3544 


August, 1935 The American Perfumer 





‘Cosmetics, especially of the ointment type, are particularly suitable to packing in Hay) 
| Opal Jars. Consumers have grown to expect the best, the purest, the most effective ps 
from these smart modern containers, because of the universally high standard of m: 
turers which have adopted them. Ample, smooth label space, easy color harmony w 
brilliant white of the jar and the shiny black top, and this wide consumer acceptance on the 
part of your clientele, constitute an overwhelming recommendation of Hazel-Atlas Opal 
Jars, that amply justifies the profit-minded packer’s use of them. 


GLASS CO. 


WHEELING, W. VA. 





quiet solidity 
and integrity 


are often mistaken for stodginess and a failure to move with the times. 
The name Schimmel is so old that it has sometimes been called old-fashioned. We 
are old-fashioned in some ways and proud of it. A product that is sound and 
dependable always has been and always will be our first consideration. 

But there is nothing old-fashioned about our methods, our laboratories, or our 
processes. On the contrary, the newest and best that modern science has developed 
is represented in our plants. 


And above all, our greatest pride lies in the faith you can have in any 


product bearing the mame . ..... =. SCHIMMEL 


SCHIMMEL & CQ., Inc. 
601 West 26th Street, New York, N. Y. 
Chicago Representative: A. C. DRURY & CO., 219 E. North Water St., Chicago 
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AS DIRECT IMPORTERS 
OUR SERVICE OFFERS 
EXCEPTIONAL 

ADVANTAGES 

TO BUYERS IN 


Quality... Service...Spot Stocks 7 


\.C. DRURY a eo) INGE 





Only the best in RAW MATERIALS 
from DRURY .... 








GLYCERINE 
U.S.P. C.P. Dynamite 


CHALK PRECIPITATED J.S.P. 
Ex. Light Dense 


TALC “SIERRA” 
Cloud Mist 
CASTILE Soap “’L Aco” 
Powdered Granular Bars 

STEARATES 

Zinc Magnesia 
VANILLAS AND TONKA BEANS 
Guns:- 

Arabic (Karaya 


STEARIC ACID 


Triple Pressed §  Saponified 
ZINC OXIDE 
Gold Seal U.S.P. White Seal 


T. L. BRAND PurRE \WHITE 


BEESWAX 
Extra quality, U.S.P. and 100% Pure 


Snow 


Aluminum 


Tragacanth 


COLGATE-PALMOLIVE-PEET 
COMPANY 


Chicago, IIlino?s 
Sturge’s English 
H. J. BAKER & BRO. 
New York 


SIERRA TALC CO. 
Los Angeles 
Calif. 
LOCKWOOD BRACKETT CO. 
Boston 


Mass. 


PLYMOUTH ORGANIC 
LABORATORIES 
New York 


THURSTON & BRAIDICH 
New York 


HARKNESS & COWING CO. 
incinnati 
Ohio 
Mines et Fonderies de Zinc 
de la Vieille Montagne 
PHILIPP BROTHERS, Inc., NEW YORK 


THEODOR LEONHARD WAXCO. 
Haledon, Paterson 
N. J. 


la addition to the above items which we handle as sales agents for our principals, we are engaged, 
on our own account, in the importation of an extensive line of Raw Materials, carrying spot stocks. 





A. C. DRURY & CO,, Inc. 


CHEMICALS - ESSENTIAL OILS - SYNTHETICS - BOUQUETS - TALC - CLAY » WAX 
Cable Address “DRUCO” 


219 E. North Water St. 





Chicago, Illinois 





A GLIMPSE INTO THE 
PAST... WITH AN 
EYE TO THE FUTURE 
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Whenener originality is required to satisfy the individual- 


) ity of your product, Sagamor offers you a complete service. 


SAGAMOR METAL GOODS CORP. 


43-01 22nd STREET: L. I. CITY, N. 


Telephone STillwell 4-4820-1-2 Cables: Sagmetgo New York, A.B.C. Fifth Edition 
Chicago Office: Railway Exchange Building. Phones: HARrison 3015-3016 






COMPACT CASES ® LOOSE POWDER SIFTERS @ LIPSTICK CONTAINERS @ 
ROUGE CASES © MASCARA CASES ® STAMPED METAL GOODS ® NOVELTIES 
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we 


there’s something about a woman... 


THERE are lots of things about a woman, but 
the ones we are most interested in are the 
little beauty-tools she chooses to keep about 
her. Because making them to catch her 
fancy has been our business for some 25 
years. We’ve found she exercises her privilege 
of mind-changing often, so our study of her 
likes and dislikes never ends. 


We’ve come to understand the attitude 
with which she meets and judges them on 
the cosmetic counter. We know what her 
reactions are to colors, designs, materials, 
and novelty. This experience goes into the 
development and manufacture of our cus- 
tomers’ cosmetic containers — lipsticks, com- 
pacts, powder boxes, and the like. To prove 
there’s something about our products that 


SCOVILL MANUFACTURING COMPANY e 


Atlanta 
IN EUROPE: The Hague, Holland 


Boston Providence New York 
San Francisco Los Angeles 


Philadelphia 
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reaches her, we point to an impressive list 
of the industry’s successes that have gone to 
market in Scovill containers. 

We haven’t forgotten the appeal — to cus- 
tomers — of costs, efficient production sched- 
ules, merchandising features. Designers, 
style and sales experts, cost and production 
specialists — and very complete mechanical 
facilities for metal container work — all wait 
to serve you at Scovill. We solicit discussion 
of your plans and problems and hope you'll 
find there’s something about Scovill that 
appeals to you. Scovill Manufacturing Com- 
pany, 79 Mill Street, Waterbury, Connecticut. 


&) SCOVILL 


WATERBURY, CONNECTICUT 


Pittsburgh Detroit Chicago Cincinnati 
IN CANADA: 334 King Street, E., Toronto, Ont. 


Syracuse 


The American Perfumer 













NOT 


JUST BOXES 












MONARCH 
QUALITY 







but real sale stimulators 


Properly designed and well constructed, they pave the way to greater sales. 
That is why "Electric City" boxes are not just boxes. 
For they play the important part of attracting the consumer's eye to your product. 


With no obligation on your part, we shall be glad to assist you with your box problem. 


ELECTRIC CITY BOX COMPANY, Inc. 


795-805 WOODLAWN AVENUE, BUFFALO, N. Y. 


Boston—R. H. Harding, 6 Beacon Street 
New York—M. Nusbaum, 55! Fifth Avenue 
St. Louis—Linhardt & Frazier, Ist & Walnut Sts. 
St. Paul — Ralph H. Johansen Co., 556 Prior Ave. 
San Francisco—Miss Mary J. Lewis, 704 Market St. 
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Enticing Packages 


mean More Sales and More Profits 


ENTICINGLY PACKAGED perfumer- 
ies and toilet accessories have two 
very decided advantages. First, the 
dealer sees an opportunity for an 
eye catching display, and second, the 
customer succumbs to their “come- 
hither” appearance. 

In styling packages to increase 
sales, Bakelite Molded is being used 
most effectively. For shaving soap, 
powders and lip sticks, the whole 
container is frequently formed of 
Bakelite Molded. In the case of 
liquids such as perfumery, lotions 
and pharmaceuticals the glass 


bottles are more attractive in ap- 
pearance and more convenient in 
use when sealed with Bakelite 
Molded closures. 

Bakelite Molded has many advan- 
tages for modern packaging. It is a 
hard, strong, lustrous material that 
is readily formed into a limitless 
variety of interesting, attractive de- 
signs. It is available in black, brown, 
and a wide range of brilliant colors, 
It resists moisture, oils, alcohol, and 
most chemicals and acids. It is easily 
kept clean by wiping with a damp 
cloth. 

We would be glad to advise you 
about the possibilities of Bakelite 
Molded for your own packaging and 
show you an exhibit of containers 
and closures. We also invite you to 
write for a copy of our illustrated 
booklet 6C, “Restyling the Con- 


tainer to Increase Sales”. 
* 


Illustrations show Chic Ladies Manicure 
Set, English Shaving Soap Jar and English 
Molded Lipstick Containers. 


BAKELITE CORPORATION, 247 Park Avenue, New York, N. Y 43 East Ohio Street, Chicago, IIL 
BAKELITE CORPORATION OF CANADA, LIMITED, 163 Dufferin Street, Toronto, Ontario, Canads 


BAKELITE 


egistered Wade marks shown above wh moterols 0! gn for wifinsty oF untumited Quon 
morta od ty Gas Capa Un number of present ond haves vies of Boteite 


THE MATERIAL “OF A THOUSAND USES 
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Discriminating perfumers have standardized on this 
product. It has a sweet Tilleul character that pos- 
sesses a fresh and powerful floral fragrance which 
imparts lift and life to any composition. 


( artianel du Pont 


A comparatively new product that is already at- 
taining distinction. Du Pont Terpineol is free from 
any detracting odors such as pine oil or turpentine. 
Examine this product carefully on test paper, and 
you too will attest to its outstanding value. 


O ° 
es cur 


For those who desire the ultimate in purity, com- 
bined with delicacy and fineness of odor, Coumarin 
Scur is recommended. Its superior qualities are 
recognized by perfumers the world over. Coumarin 
Scur is now manufactured in this country by du Pont. 


Sunteal Ch, 


$30.00 a pound 


A recent achievement by our perfume laboratory. 
Basically a Chypre-Oak Moss type. With the aid of 
Astrotone and other newly developed aromatics, it 
becomes a truly sophisticated odor. This bouquet creates 
a delightful perfume and toilet-water. It may also be 
used in tale and face powders. A less costly version 
of the same perfume is BOUQUET CH-2 at $16.00 a 
pound. 

Write today, on your firm’s letterhead, for 

experimental samples of these products 


- 


» | QU POND a 
ee 


REG. U.S. PAT. OFF. 


E. I. DU PONT DE NEMOURS & COMPANY, INC. 
Fine Chemicals Division, Wilmington, Delaware 


Agents for Societe des Usines Chimiques Rhone-Poulenc 





> 





: Colorful wate, ive your 


containers that appearance 


RMSTRONG’S Single-shell 
and Double-shell Metal Caps add a 
distinctive “final touch” to the 
design of your package. These caps 
have color to suit your require- 
ments. Clear, accurate lithography 
will reproduce your design or trade- 
mark and make an Armstrong’s 
Metal Cap harmonize beautifully 
with your label and glass container. 

Armstrong’s Metal Caps will 
give your product a tight seal— 
protect it until your customer is 
ready to open the package for use. 
They are easy for consumers to 
use. A twist releases them... and 
they’re off. And they are just as 
easily replaced. 

A different cap may be just 
what your package needs to in- 
crease its sales appeal. For full in- 
formation, samples, and_ prices 
write to Armstrong Cork Products 
Co., Closure Division, 912 


Arch Street, Lancaster, Pa. 


Armstrong’s METAL CAPS 
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Creation of special applicators for 
any product that can be tube-packed is 
part of the close co-operation you re- 
ceive when you call for service from 
‘Turner. 

Pharmaceutical ointments are given 
new, wider usefulness and_ salability 
when offered with applicators. We wel- 
come the opportunity of designing an 


applicator for your particular product. 


Turner White 
Metal Co.. Ine. 


Manufacturers of Collapsible Tubes Since 1898 


New Brunswick. New Jersey 
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ETHYL ALCOHOL PRODUCTION JAMES A. WEBB & SON COMPLETES 


100th YEAR IN ALCOHOL BUSINESS 


This year marks 
century of service te 
hol users of thi itry 
Webb & Son, Inc., one of 
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SURVEY OF CHEMICAL INDUSTRY 
TO BE CONDUCTED BY NRA 


NEW YORK IN 1835: 
founded a century age he above 
is a view of Broadway at Canal Street 
supplying alcohol for use as a fuel in pe 
& Son, Inc., is a subsidiary of U.S. 1 


Prepared Monthly by the U,. 


mb's Emporium of Lig 


SPECIALLY DENATURED ALCOHOL 
FORMULA CHANGES CONSIDERED 


§.0. 23-6, RUBBING ALCOHOL BASE, 
TO BE CLARIFIED BY FILTRATION 


ht, where 

reproduction. made from an old 
New Yor > firm 
rtable lights known as “Webb's Burners 
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TISEMENT 


aco NEWS 
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A new chemical dehumidifier 


4 “self-emulsifying™” synthetic wax, 


I 
im pyrophosphate 


ramine 


§, 0, 23-6, GLARIFIED BY FILTRATION 


ew continuous emulsifier 


turant 


100th YEAR OF JAMES WEBB & SON 


ombination of barbituric acid salts and ether 


Relief of pain of inoperable cancer 


A new antiseptic, 


A vitamin B tonic 


U.S.INousTRIAL Atconot Co. 


WORLD’S LARGEST PRODUCERS OF INDUSTRIAL ALCOHOL 


ETHYL ALCOHO!I 
SPECIALLY DENATURED-All Formulas ¢ COMPLETELY DENATURED-A/l Formulas ¢ 


ANHYDROUS-Denatured «© ABSOLUTE-/ure 
SOLOX -The General Solvent ¢ pepyro-The Standard Anti-Freeze @ SUPER PYRO-The Rustproof Anti-Free 

PURI 190 PROOF TAX PAID—TAX FREI 

u.s. b=—t.s. p.-Ethyl ©) WweEpses's-Ethy/ 
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SHAMPOO 
BASE SOAPS 


Coconut Oil—60% Anbydrous 
All Colors 


Olive Oil—60% Anbydrous 
Natural Only 


Coconut Oil—50% Anbydrous 
All Colors 


LIQUID 
SHAMPOOS 


Coconut Oil — 30-35-40-45% 
All Colors—Perfumed 
Olive Oil — Natural Only 
80% Pure Olive Oil 
20% Coconut Oil 


Castile Soap—Natural Only 
Made from U. S. P. Castile Soap 


BAR SOAPS 


Castile U. S. P. 
Coco-Castile 50-50% 


Pure Coconut 


POWDERED and 
GRANULATED 


Castile U. S. P. 
Coco-Castile 50-50% 


Pure Coconut 


0 


mn ICH SOAP@. 


54-60 RICHARDS ST. BROOKLYN, N.Y. 
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“COMPAGNIE. DUVAL 


I; you have 
PERFUME, FLAVOR 
or COLOR problems, 


communicate with us. The proper se- 
lection of these will help MAKE you— 
the wrong choice may BREAK you! 

We specialize in these products; we 
have made this our life work—you are 
safe in dealing with us. 


We have often succeeded in produc- 
ing very DISTINCTIVE Perfume and 


Flavor Oils at low cost. 


You may be interested in having us 
prove this to you right now. Phone us— 
or write—and a representative will call. 


We are 


HEADQUARTERS for the 
following BASIC MATERIALS 
Essential Oils 


Aromatic Chemicals 
Natural Flower Oils 
Synthetic Flower Oils 


Modern and Distinctive 
Perfume Basics 


Distinctive and Characteristic 
Flavor 


Perfumers’ Tinctures 
Fixatives (for Perfumers) 
Resinoids 


Terpeneless and 
Extra Concentrated Essential Oils 


Floral Waters Oleo Resins 
Fruit Esters Balsams and Gums 
Beautiful COLORS of proved merit 
v 
Uniformity at all times guaranteed 
v 
Telephone: STuyvesant 9--2261-2 


|B 121-123 E.24mSt. New York City 
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CHARLES D. EDWARDS 
PRESIDENT 


CHICAGO OFFICE 


sco WasT RANDOLPH ST. ESSENTIAL OILS af AMOMARIC CHEMICALS acent 


CABLE ADDRESS 
DESCOFREN, N.Y 








ARTHUR M. STRANG 
SECRETARY 


UNITED STATES ano CANADA 
DESCOLLONGES FRERES 
LYONS, FRANCE 


PILAR FRERES 
GRASSE, FRANCE 





May 13, 1935. 


The American Perfumer, 
432 Fourth Avenue, 
New York City. 


Gentlemen: 


We take this opportunity to express our satisfaction 
at the results obtained through our advertisements in the 
"American Perfumer". We wish also to thank the members of 
your staff who have repeatedly assisted us with their friendly 
co-operation. We greatly appreciate this service which has 
been very helpful to us in meeting the advertising and technical 
problems which come up from time to time. 


With best wishes, we remain 


Very truly yours, 
BEHJ. FRENCH, INC. 


Oh 1.2 Eb S— 


CDE/K 





August, 1935 











The American Perfumer 





ese «(UC TT(ITITIEETTTILE 


PEDO 
||| 


































FOR TOILETRIES » COSMETICS * PROPRIETARIES 


In literally hundreds of cases, Hopkins’ Foreign and Domestic Botanical Crude 

Drugs surpass in quality U. S. P., N. F. or Government requirements, usually by 

a substantial margin. Each article assures you 100% maximum, unadulterated 

strength, tested, true-to-name and quality. Our complete stocks include every a 

Domestic and Foreign Botanical Crude Drug for which there is a commercial i: ee 
HT 


. . c . . mete, ' 
demand—as well as prepared Specialties of a very high order and decided economy. Q eh ay y " 
















Deolated Almond Henasoap Shampoo 


HOPKINS’ FACTOLAC 





Meal Indian Gum 

Balsam Tolu (Karaya) : : ‘ : f ‘ 

Benzoin Gum Talcum e oa er ae : aoa “Quality is remembered 

Chalk (Precip.) Irish Moss emulsions oO ot xe an volatile oils. - e le 
ing after price is forgotten 

Chinese Shavings Lavender Flowers Insures complete homogeneous mixture of long penis sioiatie 9 

Cuttle Fish Bone Olibanum oils and water without trituration or 

Gum Arabic Orris Root 


Guw Trenacant sn ie special apparatus. An ideal emulsifier. 
-, etc. 












FREE ON REQUEST 


SAMPLES, PRICES AND 
PRICE LIST OF HOPKINS' 


HOPKINS’ NEUTRAL WHITE EGYPTIAN HENNA 
SOAP @ Consists 


solely of choice Egyptian 


@ Powdered, granulated. Contains no leaves. Laboratory tested, absolutely CRUDE BOTANICAL 
soap bark, free alkali, free acid or heavy unadulterated. Milled on slow-stone grind- RATORY 
metals. Totally free of rosin, sugar and ers assuring intactness of full coloring DRUGS and LABORA 
foreign matter. Snow white. content. Purely vegetable. BASIC SPECIALTIES. 






J.L.LHOPKINS & COMPANY 220 Broadway NEw YoRK 
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GERANIOL PURE 


has the rosy character of the 
last, lingering fragrance of 
dried rose petals. 
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A. M. TODD COMPANY 
KALAMAZOO MICHIGAN, U. S. A. 
Business Established in 1869 
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Represented by: WALLACE A. BUSH CO. 
300 Fourth Ave., New York City Telephone ALgonquin 4—2177 
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SNOWFLAKE BEESWAX 


Sun-bleached and Filtered 








sles ila, erage oma 
‘eG: eT e ey es oe 


The finest beeswax, bleached 
to snowy whiteness and 100% 
pure. The ideal base _ for 
really fine creams. Samples 
and quotations on request. 





E. A. BROMUND CO. 


Established 1880 
BLEACHERS AND REFINERS OF BEESWAX 


258 Broadway, New York City 
FRANK B. TRACY, 201 N. W ells Bldg., Chicago C. L. IORNS, 619 Clark Ave., St. Louis, Mo. 


Beeswax Bleacheries and mefimeries in Morris County, N. J. 



















= ae 
BUTYRIC ETHER 
AMYL BUTYRATE 
~ BUTYRIC ACID 
ETHYL CAPROATE 
_AMYL CAPROATE ah 


n- -CAPROIC ACID 
AMYL ACETATE 


ACETIC ETHER 


~ SEBACIC ETHER 










THE NORTHWESTERN 
CHEMICAL COMPANY 


INCORPORATED 1882 









The Largest Makers of Butyric Ether in the World 


WAUWATOSA, WISCONSIN 
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de FRANCE 


The only publication edited 
the World Center of the Floral 
production. Luxuriously edited 
and illustrated; published with 
English translation. 


Supplies all the news relating to: 


—cultivation of plants used in 
perfumery; selections, new types, 
hybrids; crop reports... 


—methods of obtaining natural per- 
fumes, essential oils, their isolates, 
Mein 





—findings of our research staffs in 
Grasse and Paris; studies of raw 
materials; new methods of analysis; 
new ways of detecting frauds. . . 





| Les PARFUMS 





—suggestions for compounding 
floral or bouquet odors; working of 
formulae, etc. ... 





Les Parfums de France 


51, Avenue Victor-Emmanuel III 


PARIS (8°) 


ais A a NN I TN aN  R 


Subscription rate: 100 Francs 
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Your own brand 
of cosmetics... 


must bring you a satisfactory profit— 
but above all must possess merit and 
distinction. 


































Our own formulas are the result of 
thirty years of experience—but we can 
develop your formulas if you so prefer. 


You can buy our products in packages 
completely finished for resale, or pack- 
aged but not labeled, or in bulk if you 
want to do your own packaging. 


Check in the appended list the items 
you wish to stock, or send for one of our 
confidential price lists. This carries no 
obligation to purchase. 


We list only the fast selling items. If what 
you need is not listed, let us know and 
we will advise you promptly regarding it! 






CREAMS Sundries (Cont’d) Liquids (Cont'd) 
Acne Cream Rouge After Shave 
All Purpose Eye Shadow Lotion 
Bleach Dusting Powder Deodorant 
Cleansing 
se = see FACE POWDER 
Foundation Perfumes More than 70 
Lemon Toilet Water shades of the 
Tissue Shampoo highest grade in 
Beauty Mask Hair Tonic Light, Med. and 
Clay Pack Lotions Heavy weight 
Deodorant Skin Tonics carried in stock. 
Astringent The quality of 
ne Brilliantine our Face Pow- 
i? eCompact Powder Base der has a world 
Lip Sticks Muscle Oil wide reputation. 
Ki MFG. C apc. COL 


9200-9210 Buckeye Rd., Cleveland, Ohio. 
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260 West Broadway 































Ambergris 
Synthetic Lumps 


A product that has met with universal ap- 
proval by practically all perfumers who have 
experimented with it. 

Ambergris Synthetic Lumps have the 
unique property of preventing or overcoming 
the earthy odor often present in raw ma- 
terials used in face powders and allied 
products. 

Write us for information how to prefix your 
face powder to overcome the above objec- 
tionable feature and to improve the perfume 
value of your products at a slight additional 
cost. 






Product of 
P. R. DREYER INC. 


Los Angeles, Calif. 
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Standard for 45 Years 


dice. We will not betray confi- 
dences, but can and will advise. 
The acceptance of our judgment 
has resulted in outstanding success- 
ful merchandising of the more con- 
| sistent quality types of Cosmetics. 


Whittaker, Clark & Daniels, Inc. 


IMPORTERS - MANUFACTURERS - EXPORTERS 
ESTABLISHED 1890 


Telephone: WAlker 5-3750-1-2-3 


P. R. DREYER Inc. 


12 EAST 12th STREET 





HE hidden secret of your suc- 
cess lies in the selection of a 
supplier who knows all grades of 
Tale and can offer without preju- 








New York City 











Methyl 
Naphthyl Ketone 


of absolute purity 







A basic aromatic chemical found to be most 





useful for imparting a desirable orange 





blossom odor. 






Write us for quotations and also for infor- 





mation on other Vanillin Fabrik products. 










Product of 
VANILLIN FABRIK 





NEW YORK 


New Orleans, La. St. Louis, Mo. Houston, Texas 
San Francisco, Calif. Chicago, III. 


~~ Kansas City, Mo. Detroit, Mich. Baltimore, Md. Philadelphia, Pa. sy 


Cincinnati, 0. Des Moines, ta. 
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WHB \ 
BEESWAX 


Not just good beeswax, but bees- 
wax that is uniformly good, re- 
gardless of the quantity used— 
that is the secret of maintaining 
the high quality in your creams. 
Specify WHB Super-Bleached 
100°% pure White Beeswax and 
know that every pound is as high 
in quality as the original sample 
submitted. 





Write for your free sample box. 


The W. H. BOWDLEAR CO. 


SYRACUSE, NEW YORK 


CHICAGO 


BROOKLYN 
nels P rt r 


DETROIT PITTSBURGH 
Sons, 239. Chalmefs ‘i | 
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Quality! 


Our experience of over a third 





of a century in specializing in 
the manufacture of aromatics 
of the highest type is reflected 
in the quality of the following 
products. They have met with 


the acceptance of the most 









critical users of perfuming mate- 
rials. It will pay you to examine 


them. 


Rhodinol H. P. 
Geraniol H. P. 


Citronellol 















Linalool Extra 
Citral C. P. 
Amy! Salicylate 


Samples and quotations will be 
sent promptly upon request. 


VAN DYK & CO. 


Incorporated 1904 


Pioneer American Manufacturers of h 


AROMATICS 1 


Executive Offices: and Works: i i 
57 Wilkinson Ave., Jersey City, N. ~ 


4 
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KOSTER KEUNEN 


Sun-Bleached and 


Yellow Beeswax 


Sayville (Long Island) 
New York 


In New York & New England: 

Wallace A. Bush Chemical Corp. 

300 Fourth Ave., New York City 
Phone: Algonquin 4-2177 


In The Middle West: 
Walter H. Jelly & Co., Ine. 
412-420 N. Western Avenue 
Chicago, Ill. 


NEW AIR VIEW OF THE KOSTER KEUNEN PLANT SHOWING KXTNIVE A ~~~S>>SS>=>= Fi 


THE COLTON CLOsuRE WiLL PAY You | 





No more clips to buy No stops to replenish clip rolls 


No clip stock to carry ; 
No clip wastage No maintenance expense on 


No clip corrosion automatic clipping heads 


Continuous production Better appearance 
Reduced overhead Added security to contents 


E Colton Closure is a new method of sealing a 

collapsible tube, eliminating the clip entirely 
and giving a more decorative appearance with 
greater security to the contents. 


It is completely formed on the new Colton Automatic 
Tube Fillers by making the two usual double folds, 
making a third fold in the reverse direction, and then 
securing and giving more rigidity to the folds by 
corrugating the folded end. 


, The Colton Closure is an investment which pays you 
dividends. immediately, through savings in time, 
labor, and material. 


Write for a sample tube and full information on our 
new machines. 










Patented 
U. S. Patent No. 1,125,773 
U. S. Patent No. 1,155,143 


other patents pending 












ARTHUR COLTON CoO., Detroit, Mich. 
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QUALITY ° QUALITY ° QUALITY 









30 Years of 


ABONITA 


BEAUTY COSMETICS , “a. 


POWDER COMPACTS 
Hand-Made Velvet Finish 
ROUGE COMPACTS 
True Indelible 
LIP STICKS 
True Indelible 
CREME ROUGE 
Eye Shadows 
EYEBROW PENCILS 


COSMETIQUE— (Mascara) 


FACE POWDERS IN BULK 


Abonita or your Formula TAP -IT -PAC 
ROUGE POWDERS LOOSE POWDER VANITIES 


- — Patent Pending 
Creme Rouge Eye_ Shadow—in Bulk “The Loose Powder Case Without a Complaint” 


Every Product Highest Quality to Fit oo cee Brand 


Purest Ingredients Fully Guaranteed The Faultiess Leese Powder Device 








QUALITY ° QUALITY 
Founded 1905 


Quality Service 








ABONITA COMPANY, INC. 


24 To 30 So. CLINTON STREET CHICAGO, ILLINOIS 
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Representing 


KOSTER KEUNEN THE CELON CO., 
Sayville, Long Island, of Madison, Wis. 
N. Y. iia ae ‘ & CO., In C. 
SEELEY & CO., INC. 
CHAS B. CHRYSTAL (Fruit Flavors) 412-420 N. Western Ave. 






CO., Inc., of New York of New York 





CHICAGO, ILL. 
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of success 


are firmly sown in your business, 
sown by sheer hard work on the 
part of the Founders and your 
present working staff. 


It is therefore up to you to con- 
tinue with this good work, by keep- 
ing in touch with the latest methods 
of production, and introducing them 
into your business. 


Enlist this expert adviser whose al- 
liance may help you to greater 
successes and warn you of unseen 


pitfalls. 


toe 


uta cluring 


hemist 


& PHARMACEUTICAL, COSMETIC & PERFUMERY TRADE JOURNAL 


keeps you up-to-date in all the 
latest methods of processing and 
manufacturing; Drugs, Pharmaceu- 
ticals, Cosmetics, Toilet Prepara- 
tions, Soaps, Fine Chemicals, 
Essential Oils, Perfumes, Dental 
Preparations, Patent Foods and 
Medicines and all allied products. 
It is written entirely for the manu- 
facturer of these articles. It helps 
in solving the numerous problems 
of mechanics, unsuccessful formulae, 
faulty production, packing troubles. 
You cannot afford to forgo these 
advantages any longer. Your in- 
structions please. 


Send Now — 


SUBSCRIPTION 
10/- per annum post free 


Published by 
LEONARD HILL LIMITED 


17 Stratford Place, London, W. 1 
ENGLAND 


August, 1935 








The seeds 










10 REASONS 


for TRADE-MARK 
REGISTRATION 


1 Registration is prima facie proof of 
ownership of the trade-mark. 


2 Registration grants to the owner the 
right to oppose infringing trade-mark ap- 
plications. 


3 Registration warns others having a 
search made of the Patent Office records of 
the existence of the registration. 


4 Registration grants the right to pre- 
vent the importation of foreign goods bear- 
ing the trade-mark. 


5 _ Registration gives the right to sue in- 
fringers in the Federal Courts irrespective 
of the citizenship of the parties or the 
amount involved. 


6 Registration presents the possibility 
of collecting treble damages for infringe- 
ment. 


7 Registration grants the right of a 
successful owner in a suit for infringement 
to demand the destruction of all infringing 
labels, packages and other printed matter 
carrying the infringing mark. 


8 Registration requires the infringer to 
prove all costs in the event of a judgment 
for accounting. 


9 Registration grants to the owner the 
right to employ the words “Reg. U. S. Pat. 
Office.” 


10 Registration is a mecessary prere- 
quisite to registration in many foreign coun- 
tries. 


PATENT and TRADE-MARK DEPT. 
PERFUMER PUBLISHING CO. 


9 EAST 38TH STREET, NEW YORK 


The American Perfumer 
































For Modern Creams—use 
TEGIN PROTEGIN X 


The base for soapless, neutral, greaseless The odorless lanolin absorption base in 
creams and lotions. No alkalies necessary! the new type of soft nourishing and cold 
Stabilizer for stearic acid creams. creams. No alkalies necessary! 


TH. GOLDSCHMIDT Corp. 


515 So. Fairfax Ave., Los Angeles 147 Waverly Pl., New York 325 W. Huron St., Chicago 





‘MOLDED CLOSURES by 
GARDENIA 


The increasing popularity of the Gar- 
denia odor in perfumes and cosmetics 





makes it of prime importance to every 
manufacturer. We have a _ complete 
line of Gardenia oils, true to type, at 
prices adapting them for every purpose. 
We mention a few below: 


GARDENIA “nN” “— Price: $18.00 per pound 


For fine perfumes and toilet waters 


GARDENIA - # Price: $12.00 per pound 


For creams and powders 


GARDENIA “M” “B” Price: $ 5.00 per pound 


For inexpensive lotions, creains, powders, etc. 










ERKELSEN 


Manufactured for the cosmetic trade 
from stock molds, and molds designed to 
meet the requirements of special items. 
Let us quote prices and submit samples 
for your requirements. 


AY YAY VAY WAY YAY YAY YAY VAY YA 7 Established 1908 
EVERGREEN CHEMICAL CO. INC. ERKELSEN MACHINE CO. 


MOLDED PRODUCTS DIVISION 
160 FIFTH AVENUE NEW YORK 325 A STREET BOSTON, MASS. 


NEW YORK 
17 EAST 45th STREET MUrray Hill 2-6252 


ESTABLISHED 1898 





j Until the supply is exhausted, we are able 
ie O O K O F E be to offer the following technical books at 


prices materially lower than publisher’s rates. 















PUBLISHER'S PRICE SPECIAL PRICE 


QGUALIIATIVE ANAL VOID, FILE 6cciieccccdsvericvecsccnwencucescecs $1.25 $0.75 
QUALITATIVE CHEMICAL ANALYSIS, HINES 2 ..0..scccesccccsccces 2.50 1.00 
PEPE TEUNN, DE DBINGNGEBS vec ciscneneccecseuussegeereeesvecsons 5.50 2.00 


ORGANIC LABORATORY METHODS, LASSAR-COHN ..........+0+0+: 6.50 2.50 





BOOK DEPT. 


i ; esis PERFUMER PUBLISHING CO. 
limited; so quick action is necessary. 9 EAST 38 ST. NEW YORK 


The available quantity of these works is 
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THAT WENS THE FAVOR OF WOMEN j~ 


@ Bath crystals that impart luxurious softness to v 
bath water—that are really refreshing and bene- ° 
ficial to the skin! 


These properties favored by women everywhere are 
definitely present in SOLVAY SNOWFLAKE 
CRYSTALS—the better base for fine quality bath 
crystals. As the perfect agent for enchanting color 
and lovely perfume, SNOWFLAKE is definitely 
superior. In form—in crystalline radiance—it at 
tains perfection It shows to striking advantage 
in modern containers and transparent packaging 
materials 

For uniformity and dependability, SOLVAY SNOW- 
FLAKE CRYSTALS has no peer. Our rigid manu- 
facturing standards and long experience assure 
unvarying quality. SNOWFLAKE wins steady cus- 
tomers to your brand. 


Write today to Dept. B-4 for prices and the full 


story of SNOWFLAKE. 


SOLVAY SALES CORPORATION 
dikalies and Chemical Products 
The Solvay Process 


Street 


Manufactured by 


Company 
New 


40 Rector York 











ewe will fill and ship 
them on a cost -plus basis 


E_ will 


Worry 


eliminate all 
for you. 


manufacturing 
Large scale produc- 
tion and large scale purchases enable us to 
offer unusually attractive prices. 


We can also furnish you with the complete 
package. The facilities of our plants at 
Memphis, Tenn., St. Louis, Mo., and Bing- 
hamton, N. Y., assure low freight costs. 


All arrangements in strict confidence. 








Hair Tonic 
Taleum 
All Types 
of Powders 


Brilliantine 
Nail Polish 
All Types 


of Lotions 


Perfumes 
Toilet Waters 
All Types 
of Creams 


CARLOVA ive. 


BINGHAMTON e NEW YORK 
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CLASSIFIED 
ADVERTISEMENTS 


this section are as follows: 
line per insertion; Situations 


The rates for advertisements in 
Business Opportunities, $1.00 per 
Wanted and Help Wanted, 50c per line per insertion. Please 
send check with copy. Address all communications to 

PERFUMER PUB. CO., 9 East 38th St., New York. 


_ SITUATIONS WANTED 


~- BUSINESS CONNECTION WANTED 

Thoroughly experienced man 35, foreign and do- 
mestic knowledge, desires to connect with a manufac- 
turer of perfumes and toilet preparations in any part 
of the world, U. S. preferred. 

Qualifications: Intimate knowledge of essential oils 
and aromatic chemicals, expert in compounding and 
copying odors from basic material. Knowledge of 
color blending, dyes, stains, shellacs, varnish, lacquers; 
kindred consultant on any process of manufacturing; 
analytical diagnostic of compounds, obscure to most 
chemists. Astute buyer of all raw materials and sup- 
plies, within or without the industry. Has a good 
knowledge of set-up boxes and perfume accessories 
and their process of production and value. 

Competent production manager and staff superin- 
tendent, factory and purchase control, accurate cost 
accounting of products produced, waste eliminator and 
labor-saving methods without machinery, cost reduc- 
tion guaranteed under bond. Certified display artist, 
commercial and interior. 

Adaptability to any situation based on 
common sense; initiative, personality, brilliance per- 
sonified, clean character, good credentials, financial 
en Address S. W. No. 2175, care of this 


logic and 


(C ‘ontinued on Page 78) 


REBUILT 
EQUIPMENT 


Fillers—24-spout, 22-spout, 18-spout Rotary 
Vacuum; 6-spout, 8-spout Gravity and 
Syphon. 

Dry Powder Mixers—50 lbs. to 5000 lbs., 
with and without Sifters. 

Copper Jacketed Kettles—10 gal. to 600 gal. 

Aluminum Jacketed Kettles—30 gal. to 175 
and 200 gal. 

Glass Lined Tanks—10 gal. to 1000 gal. 

Tablet Machines—Single punch, Multiple 
punch, Rotary, from %” to 4”. 

Labelers—Automatic, Rotary, Semi-auto- 
matic and Hand-Operated. 

Conveyors—500 ft. of Ball bearing, Gravity, 
12” to 22”. 

Pony Mixers—Laboratory, 2 to 40 gal. 

Tube Fillers—Colton and Stokes, hand and 
power. 

Miscellaneous—Soap and Shaving Cream 
Machinery, Filter Presses, Gravity and 
Pressure Filters, Stills, Dryers, Pulver- 
izers, Grinders, Pumps, etc. Send for 
Latest Printed Lists. 


WHAT HAVE YOU FOR SALE? 


Consolidated Products Company, '«. 
14-15 Park Row i New York City 


335 Doremus Ave., Newark, N. J. 


SEND US YOUR LIST. 


Shops: 
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SELL IT WITH LABELS 


HORN LABELS freshen up your 
package for greater sales 


37-839 TEN VE. 
JOHN HORN, Labels NEW YORK CITY, NY. 


(Sample booklet of labels sent to RESPONSIBLE MANUFACTURERS) 


DIE STAMPING 
FOR BOXMAKERS 











ng Problem? 


A Labeli 



















HgSpeed 


Tae 


Lanes 


ra 





will 

pork solve 
eeee| CONSOLIDATED “ 
FRUIT JAR CO. 


eee | NEW BRUNSWICK No J. 
Collapsible Tubes 


Cork Tops 
Sprinkler Tops 





THe latest develop- 
ment in label pasting equipment. Applies a 
smooth coating of glue to labels of all styles. 
Gear driven for utmost dependability; completely 
covered for cleanliness; instantly disassembled 
for ease of cleaning; quick, easy adjustments for 

smooth operation on different labeling jobs. 

Motor driven, sturdy, efficient, inexpensive. 


Write for NEW catalogue. 


ALSOP ENGINEERING CORP. 


M’f'rs. of filters, filter discs, rinsers, fillers, mixers, tanks, etc. 
39 West 60th St. New York, N. Y. 


Dose Caps 


Sheet Metal 
Est. 1858 Goods 











Heavy Linen Fibre Filter Paper for Rapid Filtration 
of Large Quantities—Very Strong. 





PACKED AS FOLLOWS: 


13 inch, 55 Ib. Bales 20 inch, 110 Ib. Bales 
15 inch, 55 Ib. Bales 24 inch, 55 Ib. Bales 
18 inch, 55 Ib. Bales 26 inch, 55 Ib. Bales 


32 inch, 55 lb. Bales 


Also folded—packed in cartons 








Free illustrated leaflet on request 


AUGUST GIESE & SON - 121 E. 24th St., N.Y. C. Folded Paper 





Bale of Filter Paper 
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MODEL-S:IMPRO 
WORLD 
LABELEF 


The most flexible labeling machine. Easily 
equipped for labeling any size bottle or 
jar. Many exclusive mechanical features, 
developed by manufacturing experience of 
more than thirty-five years. 


Economic Machinery Company 
WORCESTER, MASS. 


Makers of complete line of automatic and 
semi-automatic labelers. 





YOU SAVE MONEY 


shipping your products by water 
intercoastal — via Panama Canal 


QUAKER 


WEEKLY SERVICE 
TO AND FROM ALL 
ATLANTIC AND 
PACIFIC PORTS: 


ALSO 
CALIFORNIA & 
EASTERN LINE 

CALLING AT: 


Boston 


Deep tanks for bulk oil 


Albany 
Philadelphia 
San Diego 
San Francisco 
Brooklyn 
Baltimore 
Los Angeles 
Portland 
New York 
Norfolk 
Oakland 
Seattle 


375 to 1,150 
Reliable 
Careful 


movement. Baltimore 
tons capacity. 
sailing schedule. 


handling of cargo. 


Los Angeles 
New York 


Savannah 
Phone WHitehall 4-7580 
for sailing schedule 


DAWNIC 
STEAMSHIP CoO. 
Agent 
17 Battery Pl. New York 


Stockton 
Philadelphia 
Jacksonville 
San Francisco 
Oakland 
Canal Zone 
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_(Continued _From Page 76) 


HELP WANTED 






































SALESMAN for a prominent line of See, Dane 
and Shaving Cream in bulk. Address H. W. No. 2166, 
care of this journal. 


SALESMAN, experienced in broadening market for 
quality cosmetics. Territory adjacent to New York, 
Philadelphia and Baltimore. Give experience and all 
particulars. Address H. W. No. 2174, care of this journal. 





WHEN YOU NEED 


MACHINERY 


—Write us if you do not find in 
these pages the type you seek. 


Information Department 


PERFUMER PUBLISHING CO., 
9 East 38th Street New York 


An Excellent Book 


on Flavors 


LAVOURING Materials, 

Natural and Synthetic,” by 
A. Clarke, F.C.S., contains much 
practical data which the author 
has gathered from years of ex- 
perience in a chemical and technical 
capacity with the foodstuff and 
beverage trades. 


This is the most comprehensive 
book on the subject yet published. 
Twelve chapters, eleven  illustra- 
tions, 166 pages, bound in cloth. 


Price $3.00 


Pub. Co. . 
New York | 


Perfumer 
9 East 38th St. 
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—Ready. for Immediate Shipment 


4—F. J. Stokes Powder Fillers, belt and motorized. 

1—Stokes & Smiih Powder Filler, motor drive. 

I—Stokes & Smith Powder Filler, motor drive, with 
conveyor. 

8—Stokes & Smith double unit Powder Fillers with 
conveyor tables. 

1—2000 pound J. H. Day dry Powder Mixer. 

I— 400 pound J. H. Day dry Powder Mixer. 

I— 200 pound J. H. Day dry Powder Mixer, motor 
drive. 

2— 50 pound J. H. Day dry Powder Mixers. 

I— 25 pound J. H. Day dry Powder Mixer. 

1—80 qt. Hobart 3-speed Mixer, heavy duty, 2 h.p. 
motor. 

3—80 qt. Read 3-speed Mixers, motor drive. 

1—Hobart 6 qt. 2-speed Mixer, motor drive. 

I—Read 8 qt. 2-speed Mixer, motor drive. 

1—Day 9x34” 3-roll water cooled Mill. 

1—Day 8 gallon Pony Mixer, belt drive. 

1—Day 15 gallon Pony Mixer, belt drive. 

Liquid Fillers, Filters, Glass Lined Tanks, Labeling 

Machines, Tube and Jar Fillers, Etc. 


Cash buyers of surplus equipment 


—Send us your list—— 


LOEB EQUIPMENT SUPPLY CO. 


G16 W. Lake St. (Tel. Monroe 5602) 








American Soap Maker’s Guide (Meerbott & 


PEE, cemeccacn ev ckes en eemKeew ee aeens $7.50 
Basis of Light in Therapy (Dr. Herman Good- 

ED) gk kegs tt eh ar ule Karnal > endl ON Wane eR ACE 5.00 
Chemistry of Essential Oils and Artificial Per- 

WO erm rere 12.00 

WE ie enone alaehs hen eb eens Oedeceeaens 8.00 
Chemical Formulary (Bennett) .......... Vol. I 6.00 

EE rac mreia ese Codes Veena eeeeee es 6.00 
Condensed Chemical Dictionary, cloth bound... 10.00 

I ys lanza as gress RS CLE A aN 12.00 
EE OT ere rere recy ere t 3.50 
Cosmetics and Your Skin (Dr. Herman Goodman) | 1.50 
Cream of Beauty (H. S. Redgrove)......... £0-5-0 


Custom House Guide, 1935 Edition (7 Volumes 
in 1, including U. S. Customs Tariff, Customs 


Regulations, Revenue Act, Port Sections 

and general information) ...........sscccsses $10.00 
Monthly Supplement—American Import & Ex- 
SO errr er err 5.00 


Cyclopedia of Perfumery, Vol. I and II (Parry) 10.00 
Die Atherischen Ole (Gildermeister & Hoffman) 


Te eg: Ee GEE MOOERES 66 es deccuatecaee’s RM40.00 
Die Moderne Parfumerie (Mann- Winter) 
os: Skeet au We eNee eee RM24.00 


Flavouring Materials, Natural and Synthetic 
RRP re rrr ee $3.00 


Hair-Dyes and Hair-Dyeing (Redgrove & 
CC) eee eer em err rere rr TT £0-7-6 

Handbuch der Gesamten Parfumerie und Kos- 
metik (Winter) in German............... RM84.00 

Handbuch der Kosmetischen Chemie, (Truttwin) 
IIL. 5)sc'a dip. '0:4i Uecne-vie bn ene. RM36.00 


Hydrogenation of Organic Substances (Ellis) . .$15.00 
Industrial Chemistry of Fats and Waxes (Hil- 
oe fas lec aie er hae ahaa RG, Ga aR He 6.00 


EQUIPMENT IN STOCK 


Chicago, Ill. 










































4 numbers that are 


of interest to per- 
fume manufacturers 
who want deluxe 
quality in their glass- 
ware. 





No. 13 and No. 773 
are complete pack- 
ages, and both come 
in 1l- and 2-dram 
sizes. 


No. 114 and No. 115 
are handmade vials 
that can be produced 
to meet any size re- 
quirement, in three 
neck sizes: 000, 00, 
and 0. 


No. 115 





No. 773 





No. 114 


Sponge Applicator 
For Deodorants, Sunburn Remedies, 
Skin Disinfectants, and similar items. 


GLASS PRODUCTS CO. 
GLASSWARE 
VINELAND, NEW JERSEY 


Atlanta, Ga. Chicago, II. 
L. A. Barber Warren M. Curr E. Marx & Co. 
43 S. Portland Ave. 2895 Peachtree St 308 W. Washington Si 
Brooklyn, N. Y 





New York 


WE SUPPLY THESE BOOKS 





Le Livre du Parfumeur (Cola) in French..Fr. 500 

Manual for the Essence Industry (Walter) 
Liquor Chapters Supplement ............... aa 

Manual of Industrial Chemistry (Rogers) Fifth 


Pa, Weta OMS cic ccaevecwdverswecas 13.00 
Modern Soaps, Candles and Glycerine (Lam- 

TEE wchucts avd es C64S CNN RO aeetadaee on Dawe 10.00 
Pee SII ooo ware nn decuekevecas 3.50 
New Standard Formulary (Hiss & Ebert).. 6.00 
Non-Intoxicants (Nowak) .................... 6.00 


Paint, Powder and Patches (H. S. Redgrove) £0-7-6 
Perfumes, Cosmetics and Soaps (Poucher) Vol- 


ume I (Third | Ee rere $6.00 
Volume II (Fourth Edition)................. 9.00 
Pharmaceutical Formulas, Vol. II ............. 4.00 


Pharmaceutical Treatment of Common Skin Dis- 


eases (Dr. Herman Goodman) Ist Trade 
BE So ER a Re Cae ee eRe eae eae ae ban erates 5.00 


Practical Flavoring Extracts (Kessler)........ 4.00 

For Subscribers to “Spice Mill”............. 3.00 
Record of Alcohol (H. W. Eddy) 

Cardboard covers, 100 pages ................ 2.00 

Cloth covers, 150 ruled pages................ 2.50 
Record of Specially Denatured Alcohol (H. W. 

Eddy) Cloth Bound, 150 pages............... 2.00 
Riechstoffe und Parfumierungstechnik (Winter) 

Bet GU viuls coins ces ieda etedn@ae nda e RM3z2.00 
Scent and All About It (H. S. Redgrove)...£0-3-6 
Scientific American Cyclopedia of Formulas..... $5.50 
Se: CI nc. s rasa discicudaintnne eed nea 1.00 
Spices and Condiments (H. S. Redgrove)...... 4.50 
Tax Exemption Certificate Booklet ............ .50 
Twentieth Century Book of Recipes, Formulas 

IIR adhe auctakenwe J2aceaaecenae 4.00 
Ui. Ge ND, FEUD osc co eicceinccadiceiccs 15.00 
rr er es 4.00 


Prices quoted in foreign exchange subject to rate of exchange on day of receipt of order. Please remit with order, by N. Y. Draft, Money Order or Stamps to 


PERFUMER PUBLISHING CO. 


The American Perfumer 


(Book Dept.) 





9 East 38th Street, New York City 
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“OU Hpy 


SAVE ON EQUuiPmE In Brazil — oct 


Liquidating Equipment from Crystal) | BRASIL 8S? 
Chemical, Allied Drug and Other Plants PERFUMISTA 


Several Day O io D Size sifters and mixers, belt 
and motor driven ‘ li . TN DIY 
One Stokes laboratory Vacuum Dryer, 2—I2x/8 —is the only pub ication -<~ De 
(o¥ 





IC 
NT 





X 


Heating shelves ° 
Several Stokes and Colton Single Punch Machines devoted exclusively to 


. e 
oe B.D. and D.D. Rotary Tablet Ma- the Toilet Goods, Per- aS 
Two Day |5-gal. pony mixers fume and Cosmetic In- ys ) - 
One Stokes Urug Mill, belt driven g s a © 
Several Day 8-gal. pony mixers, belt driven dustry in Brazil. 5 ¢ 
—~ oan plodder ; = 

ne Houchin-Aiken foot press for soap : > SS 
Two small Straub mills Official Organ for the GSS 
One 3-roll 12” x 24” granite mill 2 


One Straub Quaker City No. 10 Mill Association of Brazilian 


One Colton suppository press Perfumers. 
One small 5-gel. mass mixer 


ow 
AX 
as 


2 

e 
Two 20’ U. S. belt conveyors - - 2 o 
One 30’ U. S. belt conveyor Circulates in all South Gs e 

One Karl Kiefer rotary rinser. : ° 3 

One 500-gai. cast iron jacketed kettle American Republics. » ? ¢ 
oe — Straub grinders 5 ¢ € 

ne 50-gal. galvanized iron percolator > 
One motor driven revolvator, with 10’ lift Send for schedule of ad- 2 q <a: 
Three copper coating pans, 24” x 20” vertising rates and sam- ¥' y ¢e 
Send for Complete Bulletin—Just Issued ple copy. De 

© 


ead desdai sciuaal Av. Rio Branco 9 


First Machinery Hd pag oy Caixa Postal 2844 


Rio De Janeiro, Brazil 


fe CO Yang © Cw 
BES 
SAS ip 


“We purchase your surplus equipment” 








| 
LA PARFUMERIE MODERNE 


A Monthly Review Devoted To The | 
Perfumery And Allied Industries 


| 
| 
2 


FOUNDED 
— IN 1908 - 
La Parfumerie Moderne publishes the most com- 


| plete Technical and Practical Articles on Essential 
Oils and Synthetics and their uses in Perfumery, 
Soaps, Drugs, etc. 





La Parfumerie Moderne publishes its principal 
articles in English and Spanish. 


SEND FOR SPECIMEN TO THE PUBLISHER 





LA PARFUMERIE MODERNE, 15 rue Constant, Lyon 3° (France) 
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MASCARA  ~*S 


STERLING 


Fine Cosmetics 


—real quality 
—dependable service 
—moderate prices 

















Manufacturers of Fine 
Pigment Colors for 
the Most Exacting 
COSMETIC REQUIREMENTS 


eee 


i de ey a eo 


also—Cream Rouge, 
Eye Shadow, 


Creams, etc. 


Assembled in customer's 
containers and in_ bulk. 


STERLING MFG. CO., Inc. 


BELLEVILLE, NEW JERSEY 





ert TLS Staten Island - New York 


VANILLA BEANS 


For over 75 years the recognized 
source of supply 


i <OUNDESN. : 





\ — J 
Nass 56 


“Look for the Symbol of Standardization” 
BUY IN CANADA, FOR YOUR 


CANADIAN TRADE... (SUMS 


Plain or Lithographed Tubes, of finest | Arabic 






| Tragacanth Karaya 
quality. Prompt delivery assured. | § y 





| 
ALUMINUM SCREW CAPS | 
SHAVING STICK BOXES, ETC | All powdered gums standardized by 
*% WE ALSO MOULD BAKELITE AND | Laboratory Control 
DUREZ CAPS FOR JARS AND TUBES | : 


COLLAPSIBLE TUBES. 
5 CONTAINERS, tta.|| LHURsTOoN G Bnramicw 


55 Vandam Street New York 
TORONTO... . GANABA 
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BEESWAX 


T. L. BRAND — PURE WHITE 
Extra Quality 
U. S. P. and 100% Pure 






OVER 82 YEARS OF 
CONTINUOUS BUSINESS IN 
THE UNITED STATES 





LA 
A 
Western Distributor: ZL 


A.C. DRURY & CO., Ine. 
219 E. North Water St. 
Chicago, #11. 


THEODOR LEONHARD WAX CO., Inc. 


ESTABLISHED 1852 





ALBERT ALGER ime, HALEDON, PATERSON, N. J. 
"ts alee oa” LONG DISTANCE TELEPHONE: SHerwood 2-1444 
= 

SCHMOLLER & BOMPARD, «s. 4. 
Grasse, France DISTILLERS & EXPORTERS Established 1880 
LAVENDER ROSE de MAI 
GERANIUM AFRICAN ORANGE 
PATCHOULI TUBEROSE 


essence for 
a4 Pe, 
,or” ty 


” JASMIN 


One of the Finest Absolutes Produced. 
Indispensable in the Production of 
High Class Perfume. 


Qe 


Quotations and samples gladly submitted by our 
Sole Agents & Distributors for U. S. A. and Canada 


FLORASYNTH LABORATORIES, Inc. 


1513-33 Olmstead Ave. (See page 19) New York, N. Y. 
SAN FRANCISCO LOS ANGELES CHICAGO DALLAS NTREAL TORONTO 
524 Washington St. 4665 Hollywood Blvd. 10 West Kinzie St. 2622 Throckmorton St. 445 St. Francois Xavier St. I! King St. 
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Abonita Co. Inc.. * 

Allen & Sons, Ltd., Stafford 

Alsop Engineering Corp. 

American Beauty Nail Polish Co., Inc. 
American Can Co. Front Cover and 
American 


Ansbacher-Siegle Corp. 


Perfumers’ Laboratories Inc. 


Armstrong Cork Products Co. 


Bakelite Corp. 

Baker & Bros., H. J. 
& Co.) 

Batzouroft & Co. 

Bond Mfg. Corp. 

Bowdlear Co., The W. H. 

Brasil Perfumista 

Brass Goods Mfg. Co. 

Bridgeport Metal Goods Mfg. Co., The 

Bromund Co., E. A. 

Burt Co., Ltd., F. N. 

Bush & Co., Inc., W. J. 


(See A. C. Drury 


Insert 


California & Eastern Line 
California Fruit Growers Exchange 
Camilli, Albert & Laloue 
Carlova Inc. 
Carr-Lowrey Glass Co. 
Charabot & Co. 


Classified Advertisements 76 and 
Colgate-Palmolive-Peet Co. (See A. C. 
Drury & Co.) Insert 


Collapsible Tubes and Containers, Ltd. 
Co., Arthur 
Commercial Solvents Corp. 


Colton 


Consolidated Fruit Jar Co. 
Consolidated Litho Corp. 
Consolidated Products Co., Inc. 


Continental Can Co. 


Dawnic Steamship Co. 

De Laire, Fabriques 

Descollonges Fréres 

Dodge & Olcott Co. 20, 

Dresden Cosmetic Co., Inc. 

Dreyer Inc., P. R. 

Drury & Co., A. C. 

50 and 

Du Pont de Nemours and Company, 

ine., E. 1. 59 and 


Dupont, Justin 


30 and 


Insert 51 and 
Insert 


Duval, Compagnie 


Economic Machinery Co. 
Electric City Box Co., Inc. 
Evergreen Chemical Co., Inc. 
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To Manufacturers | 
The Conference | 


means a chance to 





meet the buyers of 


the nation face to | 


face —to sell the | 


country at one 
time at one pace WR 
| 


To the Public 
The Conference 
will present the 
value of perfumes 


and the necessity of 





cosmetics. 
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To Buyers 
The Conference 
means the opportu- 
nity of obtaining an 


picture 


of the lines 
Ak svat 


To the Industry 
The Conference 


means an oppor- 


tunity of cleaning 





up the abuses that 


| have troubled it for 


years. 
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HESE instantly soluble Resin bodies, mostly 

translucent and of syrupy consistency, are 
invaluable in the compounding of odors for per- 
fume extracts, cosmetics and soaps and in the 
making of tinctures. 


Charabot's Resinaromes possess to the greatest 
degree, the full rare odor strength of the finest 
selected aromatic resins and volatile oils. 


Our complete line of Resinaromes includes: 


MYRRH PERU 
COSTUS TOLU 
BENZOIN TONKA 
AMBRETTE STYRAX 
OAK MOSS VANILLA 
LABDANUM OLIBANUM 
OPOPONAX GALBANUM 
CASTOREUM ORRIS EXTRA 


13-15 W. 20th ST. * * NEW YORK 
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factors in mind. Let us tell you 
how our Design and Manu- 
facturing departments 
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A.H. WIRZ, Inc. 


Established 1836 
Collapsible Metal Tubes Metal Sprinkler Tops 
CHESTER, PA. 
NEW YORK CHICAGO, ILL. LOS ANGELES, CAL. 
30 E. 42nd St. 80 E. Jackson Blvd. 1221 E. Seventh St 


HAVANA, CUBA .. . Roberto Ortiz Pianos, O'Reilly 49, Dept. 709 
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